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A Pound of Flour... 
And Some Appliances 


An improbable combination? Not at all 
say the promoters of a trade show at 
which appliances will be among non-food 
items shown grocery men. see page 3 


Around the World 
With Refrigerators 


In the Far East, Kelvinator signs an agree- 
ment with a Japanese firm and on the other 
side of the earth, a British firm prepares 
to export its small refrigerators to the 
United States. see page 4 


Before You Decide 


On a New Location... 


. . check these 25 factors which may give 
you a better idea of whether those “green 
pastures” are really greener. see page 15 


Bright Colors 
Up the Profits 
On Trade-ins 


These two dealers have proof that a simple 
paint job makes used refrigerators move 
faster and more profitably. see page 16 


Ideas You Can Use 


They’ve worked for dealers in California, 
Mississippi and Georgia. see page 26 


This Dealer Chose 
The Middle Road 


Sal Prisco of New Haven treads the line 
between dealers seeking full markup and 
discounters at the low end. see page 32 
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Business Is Off... 
BUT WHOS 
WORRIED? 


It happens every year. The January Slump. 
How bad was it? 


Was it worse than last year’s? 










































Were distributors and dealers worried? 
What goods were moving? 


EM Week set out to get the answers from the trade 
around the nation. And the answers showed there was 
no cause for alarm—yet. No one was pushing the panic 
button, not even the Miami, Fla., appliance dealer who 
had just finished his worst month in five years. 

No one was jovial about a slow January, but no one 
was surprised either by the December-to-January to-. 
boggan. “After all,” a dealer sighed, “it’s traditional.” 

There was no conclusive evidence that business this 
past January was any worse—or any better—than 
January, 1959. Reports varied not only from region to 
region, but from city to city. Typically, comments 
ranged from good to gloomy. 

But most dealers who were “concerned” about the 
January dropoff were not “worried.” At least, that’s 
the distinction many made. They were confident of an 
upswing in February and March. 

Although electric housewares were off after the 
Christmas spree and prices were a bit wobbly in some 
areas, merchants were moving stereo, TV, hi-fi and 
laundry equipment with some regularity. TV sales had 
a feast or famine quality, however. 

No particular product could boast of uniform sales 
excellence around the nation. But generally, sales of 
ranges, refrigerators and freezers were off all over. 

There was virtual unanimity on inventories: no con- 
cern, even if stocks were higher than usual. 

The coast-to-coast rundown in detail: 




























NEW HAVEN, CONN.—Business was up from 8% to 
20% over January, 1959, but was down anywhere from 
20 to 40% since December. Despite the increase over 
last January, many weren’t too happy. Reason: they 
figured a bigger increase was due. On the brighter side: 
prices were stable. Inventories, up 10% over a year 
ago, caused no furrowed brows. Dealers agreed on the 
top sellers: TV, stereo and hi-fi. Slowest? Refrigerators. 
































BUFFALO—Sales took an expected 20 to 40% dive in 
January after the Christmas spree, but in general were 
“roughly equal to” or “a little ahead of” January, 1959. 
“We’re not disappointed,” summed up a distributor. 
Portable TV and laundry equipment moved best; air 
conditioners, freezers and ranges, the worst. 

Many dealers reported they were operating on from 
10 to 15% less inventory than a year ago. “This is a 
planned reduction,” explained one. “We’re going to 
carry a small inventory to get a quicker turnover.” 

Continued on page 8 
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Du Mont Returns to High-End TV 


FOUR OVER-$600 UNITS grace the 1960 Du Mont line. Clyde Sellke, left, 
Emerson Midwest division sales manager, shows the $1,200 “Marseilles” TV- 
stereo console to dealer Charles Mandeville, right, Rockford, IIl. 





San Francisco Housewares Show 


Swarming With 5,000 Buyers 


Early reports from _ exhibit 
halls say they’re looking for 
higher priced housewares and 
more exotic giftwares 


Today housewares and gifts buy- 
ers have the markets to themselves, 
as some 5,000 of them converge on 
San Francisco a week after the 
busy Western Winter Markets. 

Key points are the second and 
fifth floors of the Western Merchan- 
dise Mart and special exhibits spon- 
sored by Western exhibitors at 
Brook Hall, and the St. Francis, 
Sir Francis Drake and Sheraton 
Palace Hotels. 


Influencing buyers are the same 
trends that were evident during 
fall 1959 buying: an upgrading of 
decorating and a swing toward the 
costly and the exotic in Western 
homes, with resulting influence on 
giftwares. Buyers are looking for 
luxury as they go to the top of the 


line in buying the housewares they 
feel homeowners are eager to pur- 
chase to replace their outdated 
1946-1951 models. 


High attendance and heavy buying 
is expected at the Western show 
because of the low inventories re- 
ported by most housewares con- 
cerns following better-than-aver- 
age Christmas business. 


Some patterns evident as the Gifts 
and Housewares Markets opened 
included much more interest in ori- 
ental giftwares—particularly brass 
and porcelain—resulting from the 
increasing contact between West 
Coast agents and the manufacturers 
in Japan and the Phillipines. There 
is also a new move toward paper 
products from Japan which are be- 
coming increasingly popular with 
Western homemakers. 

A third trend: Emphasis on color 
and texture in porcelain and iron- 
ware products. 





THIS WEEK’S COLOR TV 


MONDAY (All Times E.S.T.) 
6:30 A.M. (NBC) Continental 
Classroom (Monday-Friday) 
11 A.M. (NBC) The Price Is 
Right (Monday-Friday) 
12:30 P.M. (NBC) It Could Be 
You (Monday-Friday ) 
10 P.M. (NBC) Steve Allen 


TUESDAY 
8:30 P.M. (NBC) Ford Startime 
9:30 P.M. (NBC) Arthur Murray 


WEDNESDAY 
8:30 P.M. (NBC) The Price Is 
Right 
9 P.M. (NBC) Perry Como 
THURSDAY 
9:30 P.M. (NBC) Tennessee 


Ernie Ford Show 





FRIDAY 
8:30 P.M. (NBC) Bell Tele- 
phone Hour (Guests: Julie 
Andrews, Nanette Fabray, 
Carl Sandburg) 
9:30 P.M. (NBC) Masquerade 
Party 
SATURDAY 


10 A.M. (NBC) Howdy Doody 
10:30 A.M. (NBC) Ruff & Reddy 
4:30 P.M. (NBC) Racing from 

Hialeah (Hialeah Turf Cup) 
7:30 P.M. (NBC) Bonanza 


SUNDAY 
8 P.M. (NBC) “The Devil and 
Daniel Webster” starring Ed- 
Ward G. Robinson, David 
Wayne 
9 P.M. (NBC) Dinah Shore 





ELECTRICAL MERCHANDISING WEEK 


What’s the Outlook for ’60 


In the Appliance Industry? 


EM Week asked manufactur- 
ers to predict the future of 
their appliances during this 
year and they replied: 


Look for washer-dryer combina- 
tions to register dramatic gains in 
1960, while most other appliances 
show substantial increases over 
1959 figures. 

The appliance industry as a whole 
should use 1960 as a springboard 
toward the great things predicted 
for the so-called “‘Golden 60’s.” 

So say the leaders in the appli- 
ance manufacturing field. Nearly 
400 of them, guests at a recent EM 
Week party in Chicago, were asked 
to select one of 11 bellwether appli- 
ances with which they were most 
familiar and predict its perform- 
ance during 1960. The predictions 
were tabulated and averaged by 
EM Week. 

Manufacturers’ predictions, when 
averaged for the entire industry, 
indicate a 10% overall gain. Ex- 
pectations for individual appliances 
are: 


Air conditioners: Look for a healthy 
17.3% gain over 1959’s 1,800,000 
units. More than 90% of those pre- 
dicting look for a better year in 
1960. 


Clothes dryers, electric and gas: 
Manufacturers predicted an 11% 
gain over the 1,425,000 units they 
sold in 1959. Only one looked for 
a poorer year, and the most opti- 
mistic predicted a gain of 42%. 


Dishwashers: Manufacturers sold 
525,000 units in 1959, and expect 
to beat that by 17% in 1960. Again, 
only one prognosticator looked for 
an off-year in 1960, and another 
expected the same figure registered 
in 1959. 


Freezers: Pessimism was slightly 
more common in this field, and held 
the average gain down to 9.5% over 
1959’s total of 1,200,000 units. One 
in four manufacturers either ex- 
pected a year no better than 1959, 
or actually worse. The most pessi- 
mistic looked for an 8% loss; the 
most optimistic for a 25% gain. 


Ranges, electric and gas: There 
were 3,765,100 ranges sold by man- 
ufacturers in 1959, and most pre- 
dictions were for little or no gain 
in 1960. Average for the group was 
2%, and 30% of those estimating 
were pessimistic. Many expected 
gains of less than 5%, and the most 
optimistic prediction was for a 17% 
gain. 


Refrigerators: Predictions for this 
appliance were only slightly more 
optimistic. The 1959 figure was 
3,750,000 units, and the expectation 
for 1960 4.4% better than that. A 
fifth of the predictions were for 
lower sales in 1960. 


Washers, all types: Although the 
average for the group was just 8.1% 
improvement over 1959’s 4,010,000 
units, no one expected to see a 
worse year and only one prediction 
was for an equal year. One optimist 
looked for a rosy 40% gain, but 
most predictions were in the area 


of conservative 2%, 3% or 5% gains. 


Washer-dryer combinations: Look 
for this appliance to begin to show 
real market acceptance if these pre- 
dictions are even close to accurate. 
The 1959 figure was 200,000 units 
sold. Some of the estimates ran to 
double that figure, or a 100% gain, 
and many were for 40% or more 
better than last year. The average 
was 32.8%, and 9% was the lowest 
gain predicted by the appliance 
men polled. There were no pessi- 
mists. 


Television: TV manufacturers pro- 
duced 6,300,000 units in 1959 and 
most expect to better that by a 
small margin. Average: 4.3%. Three- 
quarters of this group were opti- 
mistic about 1960’s posibilities. Al- 
though none by more than 15%. 
Two small appliances, or electric 
housewares, were added to the tab- 
ulation about majors to get a view 
of what was expected in that field. 


Coffeemakers: A small 4.5% in- 
crease over the 4,750,000 units sold 
in 1959 was anticipated. Almost one 
in four expected either an equal or 
worse year, and the most optimistic 
prediction was for a 25% gain. Most 
predictions were in the 3-5% range. 


Food mixers: Outlook for this ap- 
pliance was slightly more optimis- 
tic, with an 8.4% gain predicted. 
There was, however, little agree- 
ment among those predicting, and 
the range was from plus-45% to 
minus-8%. The 1959 total was 
3,175,000 units. 

All the 1959 totals are manufac- 
turer sales, except the television 
figure, which represents manufac- 
turer production. The 1959 statis- 
tics were compiled by EM Week for 
its Jan. 18 statistical and market- 
ing issue. 








NEWS in BRIEF 


e@ TV manufacturers may be re- 
quired to make television sets 
capable of receiving ultra high fre- 
quency television programs. The 
Federal Communications Commis- 
sion has asked Congress to pass a 
law to this effect. The commission 
also requested that Congress ap- 
propriate $2.5 million for a study 
in the New York metropolitan area 
into ways to make UHF broadcasts 
better and more far-reaching. The 
legislations is designed to widen 
competition in television broad- 
casting, now restricted in most areas 
to the narrow very high frequency 
television band. 


e@ Late dates have been set for the 
Summer Markets on the West Coast. 
Reason: Los Angeles hotel rooms 
will be tied up through July 15 be- 
cause of the Democratic National 
Convention. New dates: Los Ange- 
les, July 17-22; San _ Francisco, 
July 24-29. 


e Marketing Ampex products in 
Canada will be the responsibility of 
the new Ampex of Canada Ltd., 
Rexdale, Ontario. Parent company 
is Ampex International S. A., Fri- 
bourg, Switzerland, a wholly owned 
subsidiary of Ampex Corp. 
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Will Every Supermarket 
Soon Stock Appliances? 


*Yes,”’ says Monroe R. Passis, 
organizing the Sth annual 
National Super Market Non- 
Food Exhibit, set for Chicago 
this spring 


“Maybe,” doubts a spokesman for 
the Super Market Institute, a trade 
group representing 6,000 supermar- 
kets with a $13 billion annual sales 
volume. 

Passis, a trade show organizer, 
claims 10 to 15% of all major ap- 
pliance sales will be made in super- 
markets by 1964. The Super Market 
Institute admits 13% of its member 
stores already sell electrical appli- 
ances. The big question is how much 
further will the supermarkets go? 

With four previous Super Market 
Non-Food Exhibits under his belt, 
Passis speaks with some authority 
about the supers as he invites ap- 
pliance manufacturers to display 
full lines. The first show was de- 
signed to help exhibitors at the In- 
dependent Housewares’ exhibit— 
another Passis enterprise—find new 
markets. Since supermarkets al- 
ready sold non-food items, the idea 
of a non-food exhibit was a natural. 
Last year, Passis says, 2,000 buyers 
representing supermarkets through- 
out North America attended the Ex- 
hibit. This year, the promoter 
claims buyer attendance may reach 
3,000. 


This is what Passis predicts: “The 
supermarket is becoming a one- 
stop shopping center. Within five 
years, 30% of all supermarkets 
will have major appliance centers, 
selling everything from white goods 
to kitchen cabinets. Eventually, su- 
permarkets will wind up as major 
sellers of appliances.” 


Why? “The successful retailer is 
the retailer who can move people 
to visit his store. The supermarket 
operator has a captive audience of 
immense proportions. Customers 
visit his store at least once a month 
and they come in a buying mood.” 

Passis thinks the trend toward 
working mothers gives another ad- 
vantage to the supermarket. “Final- 
ly, the supermarket operator is the 
most aggressive merchandiser in 
the world. He works on a 1% to 
2% margin and he has to merchan- 
dise aggressively just to stay in 
business.” 


That low net is why Passis thinks 
supermarket owners will expand 
their non-food lines—especially to 
big ticket items where margins can 


run from 10 to 30% above cost. 
Supermarkets, of course, already 
carry a wide variety of non-food 
items—and some are already carry- 
ing appliances. But at past non- 
food exhibits—held in New York, 
Los Angeles and Chicago—few ap- 
pliance manufacturers displayed. 
Those who did, showed under-$40 
items, mainly traffics. Now Passis 
has invited every major appliance 
maker in this country—and a few 
importers, too—to show their com- 
plete lines—white goods, TV and 
stereo—at the Chicago show. 


Not so sure is John Hertz, director 
of the Super Market Institute’s 
general management division. 

“Some supermarkets do _ carry 
major appliances,’ Hertz admits. 
“We find a few operators are go- 
ing into the appliance field. But, 
we also find some operators who 
are shying away from the non-food 
items entirely. 

“A great many supermarkets 
have limited their entry to small 
appliances and they may stay that 
way. 

“Actually, we are not really sure 
how much further into the non-food 
lines supermarkets are going to go. 
But here’s an indication. Three 
years ago, non-food sales accounted 
for 5% of our members’ total sales 


o” 


volume. Today, it’s still about 5%. 


Institute figures show about 800 
supermarkets—nearly half of them 
in the South and Southwest—al- 
ready carry appliances. There’s no 
formal breakdown showing what 
percentage of these 800 stores have 
major appliance centers, but Hertz 
thinks the total is “very, very 
small.” 

There are several reasons, Hertz 
believes, why most member super- 
markets won’t enter the major ap- 
pliance: field. First, the turnover 
simply isn’t great enough. Super- 
markets like to stock items which 
turn over at least 20 times a year. 
Also, the supermarket operator 
rarely wants to be bothered with 
credit, delivery, servicing. In other 
words, a major appliance center 
means a business inside of a busi- 
ness and the supermarket operator 
doesn’t want that. 


What does Hertz look for? “A few 
more supermarkets undoubtedly 
will go into the major appliance 
field. Most stores, though, will limit 
their non-food lines to soft goods- 
convenience items which turn over 
rapidly, such as dresses, garden 
supplies, kitchen items, etc.” 





Webcor to Dance 


The company’s latest promotion 
features a tie-in with the Arthur 
Murray Dance Studios (more than 
400 of them around the country). 
This is the way Webcor ad manager 
George Simkowski explained the 
gimmick to dealers: 


Every purchaser of a Webcor pho- 
nograph gets a certificate good for 
free Arthur Murray dance lessons 
— $100 worth of lessons for console 
buyers and $50 worth for buyers 
of portables. Included with the cer- 
tificates will be a copy of the “How 


to More Sales 


to Dance” book written by Murray. 
Both Webcor and Arthur Murray 
advertising will plug the promotion, 
which is geared to boost so-so pho- 
nograph sales. About 2,000 Webcor 
dealers will be taking part. 


Tape recorder buyers won’t be left 
out in the cold. Each will receive 
recorded foreign language lessons, 
the idea being the buyer can prac- 
tice his lessons with the recorder. 

The promotion is getting under- 
way this month and it will run in- 
definitely. 











Parallel Between Beauty and Buying? 


MAYBE SO. There was plenty of both around during the Western Winter 
Markets in Los Angeles and San Francisco. Publicity put the emphasis on pul- 
chritude. And there was heavy traffic in the appliances, furniture and accessories 
the lovelies were pushing. Here, Henry A. Adams, general manager, Western 
Merchandise Mart San Francisco, poses with models from -the “Elegant Eighth 
Floor” to publicize free trips to Reno. 





Consumers Ready to Buy Again; 
They Bounced Back Fast... 


. after the steel strike, according 
to a continuing University of Mich- 
igan survey. People were just about 
as optimistic in November, after 
the workers returned to the mills, 
as they had been in June. (That’s 
when confidence was almost fully 
restored after 1958’s depression.) 

Here are some of the things the 
University of Michigan study found 
this November: 

@ Even though lower income per- 
sons were making less as a group 
than they had in June, more of them 
felt they would be better “next 
year.” Only one in 20 expected to 
be worse off. 

e Just as many people planned to 
buy household appliances in No- 
vember as had in October 1958. And 
an unusually large proportion said 
they wanted to buy, but decided 
they wouldn’t be able to swing it 
for at least another year. 

e A surprisingly large percentage 
—58%—knew interest rates had 
risen. (People are usually ill-in- 


formed about financial develop- 
ments. ) 

e Nearly one-half of American 
families have some installment 


debt, but few of them are using a 
large share of their monthly in- 
comes to pay off the debts. And a 
half of those with debts expect to 
pay them off within a year. (A side 
note: The study showed people are 


careful about assuming installment 
debts. Very rarely do they blunder 
into monthly payments too big to 
handle.) 

e Even though the consumer price 
index has risen only 2% in the 
last 12 months, people are very 
conscious of the rise because they 
see it as a continuing upward trend. 
But there: is little, if any, fear of 
run-away inflation. 








Brand Name Competition 
Down to 571 “Finalists” 


And 29 of these ‘‘finalists” in the 
“Brand Name Retailer-of-the-Year”’ 
contest are appliance stores. 

In March, all remaining entrants 
will submit full presentations » of 
their 1959 brand advertising, mer- 
chandising, sales-training and other 
promotional activities. A panel of 
judges. will choose a first-place win- 
ner in each of the 26 categories. 
Certificates of distinction will go 
to four entrants in each of these 
groups. 

All the awards will be made on 
Brand Names Day, Friday, May 6, 
in the Grand Ballroom of the Wal- 
dorf Astoria Hotel, New York. Com- 
peting again this year is Engle 
Electric Co., Lakeland, Fla., which 
won a certificate in the 1958 brand 
name competition. 














Sell ‘See-Thru Speed-Sak’ Cleaners... 


AND GET A MINK—anything from a scarf to a full length coat. Here, Alex 
Lewyt, president, Lewyt Corp., helps model Virginia Loock try on one of the 
fur pieces being offered Lewyt distributors during “The Minkathon.” 





Two American Companies Sell 


Refrigeration Knowledge Abroad 


Borg-Warner, Kelvinator work 
to complete arrangements with 
foreign firms 


American know-how was being 
sold at both ends of the globe last 
week. 


In Japan, the Matsushita Electric 
Industry Co., Ltd., was finishing 
negotiations with Kelvinator divi- 
sion of American Motors Corp. for 
technical assistance in manufactur- 
ing Kelvinator refrigerators. 


In Great Britain, Kenwood Manu- 
facturing Co., Ltd., dispatched man- 
aging director Kenneth Wood to 
Chicago to complete a deal with 
Berg-Warner. 

Kelvinator and Matsushita have 
been negotiating for a_ licensing 
agreement the past several months. 
The Japanese company would get 


technical information, production 
assistants, engineers and design in- 
formation to produce Kelvinators. 

A Kelvinator official in Detroit 
made it clear that the Japanese- 
made Kelvinators would not be 
sent to the U.S. for sale. 

“They are not sending them 
back here,” he said firmly. “They 
do have a line of their own—called 
the National—and what they do 
with it is their own busines.” 


Kenwood’s deal involves entering 
the U.S. market. Using Borg-War- 
ner know-how in designing a line 
of refrigerators for sale in Great 
Britain, Kenwood will export the 
smaller sizes, up to six cubic feet. 

“We obviously cannot be com- 
petitive with U.S. manufacturers in 
their mass-produced sizes,” ex- 
plained a Kenwood official, “but we 
hope to make quite an impact in the 
smaller sizes.” 





New Symbol for ‘Project Rainbow’ Developed 


With low-price, one-coat porce- 
lain around the corner, the Porce- 
lain Enamel Institute has come up 
with a new label. 

Thousands of them are being pre- 
pared as tags and stickers as the 
institute embarks on Project Rain- 
bow, a “Pep Program” to promote 
porcelain on a nationwide consumer 
level. It was described in the last 
EM Week. 

The label will be put on all por- 
celain products as the institute at- 
tempts to hit the public rationally 


(emphasizing the products durabil- 
ity) and emotionally (emphasizing 
fashion). 

Appliance dealers figure to bene- 
fit, too. Besides adding another 
point to the salesman’s pitch, the 
institute will launch a special drive 
for appliance stores in May. 

About 3500 promotional kits are 
being prepared for the campaign. 
The kits also will contain a sales 
training section for bringing: sales- 
men up to date on the new ap- 
proaches to porcelain. 








ELECTRICAL MERCHANDISING WEEK 


Atlanta Mart’s Big Growth 
Brings $15 Million Building 


After successful winter show, 
Atlanta Merchandise Mart set 
for huge expansion 


An influential buyer took his sis- 
ter along to the Atlanta Merchan- 
dise Mart’s mid-January Winter 
Market to see the show. He got in 
but the lady cooled her spike: heels 
in the lobby. 


No regional market is tighter than 
this one; none is faster growing. In 
January, 1957, the mart’s three 
founders (a manufacturer’s rep, a 
hotel man and =an_e architect) 
dropped an impregnable curtain be- 


tween trade and public, and staged ~ 


their first market, with 24 exhibi- 
tors and a handful of buyers. 

This winter’s show pulled 7,155 
buyers into the old and unlovely 
building (circa, 1925) to view the 
400-odd lines of 275 exhibitors... 
and the curtain remained intact. 

In June of next year, just in time 
for the Summer Market, the mart’s 
already healthy growth pattern 
will soar. That’s when AMM will 
open an imposing new building, 
presently under construction on— 
where’ else?—Peachtree Street, 
downtown. 


Largest office building in the south, 
the new mart will enclose nearly 
1,000,000 square feet within its $15 
million embrace, will have a plush 


penthouse Merchants and Manufac- 
turers Club and an acre of parking 
and loading space. One of its 22 
floors will be for trade shows. 

Expansion will take nearly every 
direction. AMM will significantly 
increase its present penetration of 
furniture, home furnishings, gift- 
ware and promotional-item lines; 
and will add exhibits of floor cov- 
erings, wearing apparel, leather and 
sporting goods, fabrics, jewelry and 
hardware. 

Leasing in all of these is reported 
proceeding satisfactorily. Mart 
management is shooting for 1,000 
exhibitors, 10,000 buyers at its 
Summer Market debut. 


The appliance picture is clouded. 
Though the mart would welcome 
big-name lines aboard with open 
arms (current appliance riders in- 
clude half a dozen southern range 
manufacturers, a few jobbed white 
goods short-lines) manufacturers 
and distributors seem reluctant to 
go this particular regional route. 

Most have local showrooms; many 
have strong full-line dealer orga- 
nizations, which the cherry-picking 
aspect of a mart’s atmosphere could 
conceivably jeopardize. All are 
acutely cost-conscious. 

Competition will be the deciding 
factor, however. Both mart officials 
and Atlanta appliance men realize 
that the signing of a key manufac- 
turer could start an avalanche. 





WORLD NEWS 


@ German manufacturer reduces houseware prices in wake 


of dealer price wars. 


e From behind the Iron Curtain comes word of Russian 
three-dimensional color TV. 


e British Board of Trade loosens control on some goods 
imported from the U.S. and Canada. 


BONN—Provisional figures issued 
by the German Assn. of Electrical 
Manufacturers show that the indus- 
try had a record year in 1959, with 
production at an estimated $3.76 
billion annually. 


BONN—A West German manufac- 
turer has unexpectedly announced 
price reductions up to 17% on its 
irons, toasters, coffee grinders and 
other electric housewares. Rowen- 
ta-Metallwarenfabrik GMBH., Of- 
fenbach, claims 50-60% of the 
German market in most of those 
lines. The company said two pro- 
duction techniques permitted the 
reductions. It also mentioned the 
public’s growing suspicion of for- 


mer list prices in view of local 
dealer price wars. 
LONDON — Final quarter figures 


aren’t in yet, but last year looks 
like a record year for the British 
electrical appliance industry, ac- 
cording to the British Electrical and 
Allied Manufacturers’ Assn. Third- 
quarter figures showed total deliv- 
eries during that time maintained 
the year’s earlier increases of 1958. 
Most notable: washing machines 
were up 70%; refrigerators, 60%. 


LONDON—After a visit to the U.S. 
and Canada, Reginald Maulding, 
president of the Board of Trade, an- 


nounced a loosening of controls on 
dollar imports as of Feb. 1. (Simul- 
taneously, the Board of Trade com- 
mented that the new measures 
should not result in any significant 
increase in Britain’s total import 
bill.) Among the dollar import 
items freed from control are trans- 
istors. 


VIENNA—From Tass, Soviet news 
agency, comes word that three- 
dimensional color TV has become 
a reality behind the Iron Curtain. 
According to that source, the Elec- 
tric-Technical Institute of Lenin- 
grad has a two-camera system 
which combines the “plastic’”’ pres- 
entation of picture with the color 
presentation. Evidently two cam- 
eras, positioned like human eyes, 
are used for the stereoscopic film- 
ing. Each one transmits the picture 
independently. The receiving tube 


presents both. Center strip. is 
slightly transverse, only semi- 
transparent. 


VIENNA—Poland’s state-owned ra- 
dio and TV factories plan to mar- 
ket 180,000 TV sets this year, 
according to a report from that 
country. (The figure beats 1959’s 
volume by 60,000 sets.) Most of the 
sets will be inexpensive 14-inchers. 
Only 10,000 will have luxury 21- 
inch screens. 
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NOW! A TOTALLY NEW KIND OF REFRIGERATOR 














NEW WESTINGHOUSE CENTER DRAWER REFRIGERATOR. It’s as different as it looks—a great new traffic- 
builder and sales-maker! Never before could you offer your customers such convenience and efficiency in a refrigerator. Now 
—in the revolutionary new Center Drawer—meats stay store-fresh 7 days without freezing. Vegetables stay crisp and fresh. 
And these perishables are not exposed to warm air every time the refrigerator door is opened. In this beautifully organized, 
stunningly styled new Westinghouse, there’s space and a place for everything. Two giant roll-out drawers in the freezer 
section; glide-out shelves in the refrigerator. And, of course, it’s Frost-F ree in all 3—refrigerator, freezer, and the Center Drawer! 


ANOTHER REASON WHY 


THE BIG BI SWING IS TO WESTINGHOUSE ©: 


Westinghouse Electric Corp., Major Appliance Division, Columbus, Ohio 
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What Slows Farm Automatic Washer Sales? 


‘Farm Journal’ study of trend- 
setting families shows 66% 
own automatics, but many still 
favor wringers. Here’s why: 


Farm housewives who own wringer 
washers say: 
e Automatics use too much hot 
water 
e Automatics just don’t get clothes 
as clean 
e Automatics cost too much to run 
and repair 

But rural owners of automatics 
often praise their machines for giv- 
ing them a cleaner wash, and find 
the costs of convenience worth- 
while. 


Conclusion: An educational effort 
on how to operate an automatic 
washer economically is needed to 
boost popularity of automatics 
among rural customers. 

That’s what “Farm Journal” find- 
ings suggest. The study is based on 
121 responses to a questionnaire 
sent to 150 members of the publica- 
tion’s Family Test Group, described 
as “community leaders who reflect 
the trends in farming, farm-home- 
making and farm living.” 

Here are the features the farm 
housewives say they’ll look for in 
new washers, in order of prefer- 
ence: 

e Suds saver 
e Cycle variety 


Metered water fill 

Lint remover or filter 

Cycle time control 

Water temperature control 
Speed control for varied fabrics 
Bleach dispenser 

An impressive 68% of the re- 
spondents who now boast automatic 
(including semi-automatic and spin- 
ner-type) washers also own dryers. 
And 29% of the wringer-washer 
owners own dryers. Of dryers 
owned, 88% are separate-unit elec- 
tric. 

Dryer owners find the units pro- 
duce softer or fluffier laundry, elim- 
inate weather problems, save time 
and labor, and reduce ironing 
chores. 


Other big reasons for dryer pur- 
chases: Lack of indoor drying space, 
health advantages and increased 
load—especially of diapers. 
Non-owners of dryers cite lack 
of fresh-air odor in clothes as a 
drawback. And they view initial 
and operating costs with misgivings. 
Nonetheless, almost half of sur- 
vey respondents who don’t own a 
dryer hope or plan to buy one. 
Appliance dealers sold 55% of 
the dryers now in use among re- 
spondents, as well as for 59% of the 
automatic washers and 51% of the 
wringer washers. . 
About half the washers were 
bought in towns with a population 
of under 10,000. 








Weekends, John Neves, Manager of Pearson Appliance Co., 


A Frigidaire Dealer talks about his franchise... 


Alvin, Texas, can't wait to pile the kids, 


Ruth Ann and Doug, in the car and head for the nearest sporting event. But the rest of the week, he’s 
all business. And business means selling Frigidaire appliances. Why Frigidaire? Let John tell it: 


“The promotions arent just factory talk’... 


“,.. they really work. P’ve seen manufacturers turn out promotions 


that were impractical for dealer use. But Frigidaire, more and more, 


is putting out programs that a dealer like me can run with. 


And when I run with them, they pay off.” 


The factory and the dealer have one purpose in common: Selling 
Frigidaire appliances. But only the dealer can actually complete 
the sale. Our promotions are designed to make dealers want to i= 
use them. Because without the dealer, the promotion falls flat. 





vey 














FRIGIDAIRE 


PRODUCT OF GENERAL MOTORS 











Dishwasher Rentals 


Pushed in Chicago Ads 


The promoter: Sol Polk, who in 
the past has leased everything from 
TV to room air conditioners. He 
used full-page ads in Chicago news- 
papers last week to announce his 
latest leasing gambit. 


For $6 a month, delivery and serv- 
ice included, customers can rent a 
General Electric portable dishwash- 
er. The theme of Polk’s ad cam- 
paign was “Why Be a Dishwasher 
When You Can Rent One?’’, and 
Chicagoans responded by leasing 
117 pieces on the first day they were 
offered. Says Polk, ebulliently, “T’ll 
be pretty unhappy if we don’t lease 
5,000 of them this year.” 

Polk admits the idea is designed 
solely to push dishwashers. “If 
you’re happy with your dishwash- 
er,” he tells renters, “let your 
friends and neighbors know about 
it.’ And while it isn’t being en- 
couraged, renters can apply their 
monthly payments against the pur- 
chase price of the dishwasher. 

This isn’t his last leasing idea, 
either, adds Polk. “I’m very inter- 
ested in renting anything in low 
saturation. But this is the year for 
dishwashers and I’m going to push 
them in every way that I possibly 
can.” 





Kelvinator Lengthens 
Spoilage Warranty 


During 1960 production, the com- 
pany will pay up to $200 for food 
spoilage over a five-year period. 
The new warranty, extended two 
years over the old, applies to all 
Kelvinator home freezers and the 
Foodarama. 

There won’t be any separate or 
additional charges for the extra two 
years, according to E. B. Barnes, 
general sales manager. And pro- 
cedures will be the same as those 
for the old three-year warranty. 





Win Cory Corp. Award 


For selling performance, four 
members of the Cory Corp. sales 
staff received a pair of Steuben 
glass rabbits (inspired by the Cory 
sales theme: ‘Multiply Your Legs 
in 1960”). They were: Jim William- 
son, central division manager; Max 
Noble, commercial products’ terri- 
tory manager; Joe Todd, territory 
manager; and Tom Payton, also a 
territory manager. 
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New “cabinettes” 


fast-selling consolettes 


PRESTO CHANGO! Most reliable Table TV ever becomes an 
elegant Consolette when housed in a new decorator-styled cabinette 







WARM UP TO WINTER SALES with this 
great new merchandising idea from 
Motorola! Placed in new cabinettes Table 
TV becomes a fashionable quality-piece in 
any home. 


What better way to sell the customer who 
wants a compact Consolette— plus all the 
sales-making features that Motorola’s 
Golden ‘‘M’’® and Super Golden ‘‘M’’® 
chassis offer? Call your Motorola Distrib- - 
utor for full details. Vox 


21T67, 21T68, A21T69. 












EARLY AMERICAN (Table F-21-EA) in soft Cherrywood color. 


21T66, 21T67, 21T68, A21T69. Motorola 21T66, 21T67, 21T68, A21T69. 











Ready now! In time to tie in with Motorola’s Big Impact Program for February 


© MOTOROLA 


turn Motorola Jable TV into 


DANISH MODERN (Table F-21-DMW) with durable semi-gloss top. 
In rich Grained Walnut color to accommodate Motorola Models 21T66, 


TRADITIONAL (Table F-21-PM). Antique finish hardware, brass 
Simulated drawers have antique finish pulls. For Motorola Models ferrules on front legs. Grained Mahogany or Charcoal colors. For 
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BUSINESS IS OFF... BUT WHO’S WORRIED? 


PITTSBURGH—January business 
was. slow but none of the dealers 
and distributors questioned here 
appeared to be worried. “The pick- 
up comes about March,” explained 
one dealer. Inventories were usually 
even with or under those of a year 
ago. Generally, small traffic ap- 
pliances were moving slowly with 
hi-fi, stereo and TV holding up. 


PHILADELPHIA—Distri- 
butors were happy with their Jan- 
uary business, said it was up from 
the same month last year and up 
“somewhat” from December, 1959, 
partly because of new line intro- 
ductions. Their prices held firm, 


CONTINUED FROM PAGE | 


since, as one man put it, “There 
weren’t many goods around that 
needed to be liquidated.” Laundry 
was most active, TV good. Freezers, 
ranges and traffics were the dogs. 


LANSING, MICH.—The outlook 
here was cheerful with business 
doing anywhere from 10% to “con- 
siderably better’ over the same 
period a year ago. Business was 
down from December, but neither 
dealers nor distributors expressed 
concern. TV sales universally rated 
as “best” with one distributor call- 
ing them “real hot.’ Inventories 
appeared stable; prices were gen- 
erally steady. White goods moved 
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slowly. Free-standing ranges were 
slowest of all. 


ST. LOUIS—Both distributors and 
dealers .reported business was up 
over this time a year ago. Most 
common figure: 10% increase. No 
one seemed worried although one 
distributor was “disappointed in 
retail movement.” 


MILWAUKEE—Distributors report 
January sales were considerably 
better than a year ago. Volume 
went up for some as much as 20%. 
Most dealers also had increases in 
January sales, although one re- 
ported a 20% decline. Prices were 
holding although dealers reported 
increased price shopping by cus- 
tomers. Washers, dryers and TV 
were all selling. 





NW 


an exciting 
new concept 

in portable 
room humidifiers 


COOL-VAPOR (NO HEAT) 


HUMIDIFIER 
VAPORIZER 


WEEK 


CLEVELAND—A quiet month here 
with business slowing down fol- 
lowing the seasonal rush. Neither 
dealers nor’ distributors were 
alarmed, although distributors re- 
ported that sales were below the 
January, 1959, pace. Prices: stable. 


ATLANTA—Generally, business 
here hit the usual December-to- 
January toboggan, but a couple of 
dealers were disappointed at the 
steepness of the dropoff which ran 
from 20 to 25% under January, 
1959. Distributors, however, showed 
no signs of worry over the January 
slide, adding that December, 1959, 
business topped the previous year 
by about 10%. 


MIAMI—tThe situation here was 
partly cloudy. In the main, Janu- 
ary business was down for dealers, 
but an Admiral distributor said his 
sales and volume were up 40% over 
a year ago. One Miami dealer re- 
ported he wasn’t crying the blues 
as slow business seemed universal. 


NEW ORLEANS—Cushioned by a 
stout December business, appliance 
dealers were not worried about the 
January dropoff, which ran 6 to 
10% lower this year when compared 
with January, 1959. And there has 
been a softening of prices, especially 
in television sets. But some dealers 
and distributors expect business to 
pick up again this month. 


RICHMOND—Business was off an 


average of 11% from January, 1959, 
and off 10 to 25% since December, 


but no one was worried. One rea- 
son: the tightening of retail credit. 
Inventories were stable and prices 
were holding firm. 


Self- Aluminum 
starting electric housing 
motor—libricated lets air in — 

for life— keeps motor 


on-off switch. : eee cool. 


Adjustable — 
vents control 
vapor output. 


peeet OL A 2er eRe oy : 
FP evarasoed by 
Keeping ) 


a” 45 sovearst® a 


Easy to use. 
Lift flap — fill 
right from the 
faucet. Plug in 


where needed, Sturdy — 


Break-resistant 
polypropylene 
plastic base. 
Easy to clean. 


High-speed 
centrifugal 
force process 
provides ideal 
cool-water 
vapor. 


OVER 30,000,000 
PROSPECTIVE USERS! 


More than 30,000,000 homes, offices and apartments have 
inadequate indoor humidity. As a result their occupants— 
your customers and prospects—need the moisture control 


that Hankscraft provides so easily and inexpensively! 
Because of its amazingly efficient design and compact 
construction, this unit offers efféctive health protection 


and comfort at a price 90% of all prospects can afford. 


Hard-hitting national advertising and appealing packaging 
will give you immediate volume sales. Put this new Hanks- 
craft humidifier on your floor soon. It’s small in size, low 


in price—but BIG in new profit potential! 


HANKSCRAFT CO., REEDSBURG, WIS. 


gallons — 
vaporizes approx. 
1 pint per hour. 
Weighs only 21 7 
Ibs. full. 


Self-cleaning 
screen breaks oo = 
water particles 

into fine 

vapor. 


handsome, modern, 
high-fashion design 


MODEL 208 s 2a O95 


RETAIL 





PHOENIX—Severe January storms, 
a flu epidemic and statewide mine 
strikes seriously cut into last 
month’s business. Volume  esti- 
mates as compared with January, 
1959, ranged from “down 20%” to 
“down 30 to 35%” to just plain 
“down.” Prices softened some, es- 
pecially in TV and stereo. Orders 
were high, though, because dealers 
didn’t stock in December. They 
were waiting until after Jan. 1, 
date of the count for Arizona’s in- 
ventory tax. 


SALT LAKE CITY—Nobody’s wor- 
ried—just disappointed. A distrib- 
utor reported January volume off 
7% from a year ago, 10% from De- 
cember. A_ retailer commented: 
“We cried all month and came out 
$2,000 ahead of gross over last 
January. It was disappointing.” 


LOS ANGELES—Most dealers were 
moaning about January business; 
two said it was off 20% from 1959. 
“I’m disgusted with the whole set- 
up,” one of them griped, and blamed 
it largely on price cutting. But a 
distributor commented, “Prices 
have been soft all along.” Some in- 
ventories were higher than usual 
causing worries about property 
taxes coming in in March. 


SAN FRANCISCO—Dealers’§ and 
distributors generally were disap- 
pointed but not worried over Janu- 
ary, which was slow. Inventories 
were high, a couple of dealers ad- 
mitted, because they bought heav- 
ily when they thought the steel 
strike would continue. Prices re- 
mained stable, no unusual distress 
or dumping. Laundry equipment 
moved best—one dealer reported it 
went 40% better than last January. 
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5 Easy 
Step 


installation... 





NEVER BEFORE AVA/LABLE 


BUILT-IN 
WALL REFRIGERATOR 


SPOT REFRIGERATION WHEREVER DES/RED 


























Form aperture to 
prescribed dimensions 


2. 





Lead electrical current to 
base front of aperture 


2] 


Plug in and slide recessed 
model into place 










Linda Ferrule, Morphy-Richards home economist, introduces 


the Astral built-in wall refrigerator — silent servant 
ASTRAL BUILT-IN MODEL ls living, working and entertaining. 


me + 
a 


A NEW LUXURY—a brand New Profit 


GET THE FACTS ON THE NEW ASTRAL 
DRAMATIC 15 AREA PROMOTION 


Linda Ferrule, staff home economist, will spearhead a driving program for 
this newest “must’’— built-in spot refrigeration wherever you want it. All 
dealers to receive support in 15 Astral consumer sales areas. Nation-wide 
campaign launched to inform the following special markets: 
































30%” high, 
21” wide 












and 22” deep. apartments trailers institutions 

hotels hospitals restaurants 

NEW motels ships planes 
HORIZONS homes recreation rooms farms 
business offices doctor’s offices industrial offices 











Be bt GUARANTEED SILENT FOREVER —All refrigeration needs designed in the 
21%" deep. Astral completely silent unit ...no moving parts to service...operates elec- 
trically on AC or DC currents, 6 to 220 volts as required...or gas. Chip 

B230A2 resistant standard white or modern walnut finish in addition to the new 


pre-paint finish to fit any interior decorator’s color demand. 


MORPHY- RICHARDS, INC. Gentlemen: Please rush to me information on the new 
232 S. Van Brunt, Englewood, N. J. Astral built-in wall refrigerator—never before marketed. 
E- 8-60 













Spot refrigeration when and where you 
want it. New horizons of consumer 
sales for portable refrigerators from the 
home to the boat to the office. 


MORPHY-RICHARDS 
Astral 














few oe oe oe oe oe oe 





ELECTRICAL MERCHANDISING WEEK 






YOURE AS SUCCESSFUL 
GENERAL ELECTRIC: 
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AS YOU WANT TO BE WITH 
NEW PSM" METHOD! 


“PROFITABLE SERVICE MANAGEMENT 


Earn the good things of life for yourself and 
your family by following the Profit signposts on 
every page of General Electric’s PSM* Method! 
The engraved Certificate which says you have 
completed this instruction program, will mean 
new success for you as a T'V technician. 

Says Dr. John K. Pfahl of Ohio State Uni- 
versity, under whose direction the new General 
Electric program was prepared: “The electronic 
service dealer must be, at the same time, a tech- 
nician, good businessman, and sales manager.” 
You learn step-by-step how to realize these aims, 
by following General Electric’s Profitable Serv- 


hope for it—how to increase business by methods 
others have found unfailingly effective. 

In the LP record “Sounds of Success” you will 
hear from the lips of experienced T'V technicians 
just how they have built greater incomes. After 
completing the two volumes of instruction that 
make up the study course, a questionnaire is 
available to check your acquired knowledge, 
prior to receiving your Certificate. 

All come handsomely packaged for your book- 
shelf. Check the highlights of General Electric’s 
PSM* Method given below! Then see your G-E 
tube distributor! Distributor Sales, Electronic 


ice Management Method. You are shown how to 
assure a satisfactory profit margin, not merely 


Components Division, General Electric Com- 
pany, Owensboro, Kentucky. 


HERE ARE SOME OF THE MANY 
SUBJECTS YOU WILL STUDY: 


BOOK NO. 1. “SOUND BUSINESS PRACTICES” 


BUSINESS FOR PROFIT: Your reasons for owning a busi- 
ness... How much money should you make?...How to make 
your business profitable. 


PLANNING YOUR BUSINESS: Planning expansion...Cash 
planning...Shop planning. 


ORGANIZING YOUR BUSINESS: Overhead costs...Pric- 
ing...What it costs you to make a service call...What it costs 
you to make a shop repair...Inventory control...Credit or- 
ganization... Choosing a form of organization. 


CONTROLLING YOUR BUSINESS: Why use records?... 
What records are needed...Taxation...Use an accountant. 


BOOK NO. 2. “SELLING ELECTRONIC SERVICE’ 


ARE YOU ATTRACTING NEW CUSTOMERS?: Attracting 
new business... Businesslike appearance... Effective selling... 
Good identification... Basic market research. 


PROMOTING YOUR BUSINESS: Advertising technique... 
Advertising campaign planning...Special offers...Seasonal 
planning... Customer contact. 


KEEPING YOUR CUSTOMERS SATISFIED: Customer rela- 


tions...Customer grievances...Guaranteeing repairs... Build- 
ing new customers. 


Progress /s Our Most Important Product 


) ELECTRIC 


311-401 
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York’s Electric Heat Wows Atlanta 


Some reasons: Individual 
room controls, low heat-loss 
factor, flexibility and poten- 
tial tie-ins with heat pumps 


Most of the retail heating men 
and utility engineers who saw the 
New York central system in mid- 
January at Thoben Elrod Co., 
York’s Georgia distributor, like it. 
Ditto at other distributor showings 
held concurrently around the coun- 
try. 


Heart of the system, called simply, 
York “All-Electric Heating’ are 
2.5-kw resistance heating elements 
installed within ducts, directly be- 


hind warm-air diffusers. York has 
standardized ‘on elements of a sin- 
gle type and size, yet given them 
yn output range of from 532 to 
8,533 Btu’s, depending on how each 
element’s six terminals are wired, 
and whether 115-volt or 230-volt 
current is .used. 


Brains of the system are separate 
low-voltage thermostats, which per- 
mit individual room control. This 
feature appealed strongly to local 
devotees of central electric heating, 
who have become suddenly inter- 
ested in combination possibilities 
between the York system and the 
single heat pump. 

Two drawbacks of the single heat 


pump have been absence of room- 
by-room temperature control, and 
a need for-supplementary and back- 
up heating in many heat pump in- 
stallations. 


Nobody was talking prices or costs 
(to date, no production units have 
been shipped). But it looked as if 
things could shape up this way: the 
York central system going some- 
what lower than the average heat 
pump in first cost, considerably 
higher in operating cost, but lower 
enough in maintenance expense to 
bring it into final competition with 
the heat pump in the somewhat 
hazy category of “total cost of 
ownership.” 





11th ina series 
of weekly Gibson 
messages to 

all appliance 
dealers 


WILL TAKE 





YOUR 


CUSTOMERS 





AND PROSPECTS TO HAWAII BY JET IN 60 


$100,000.00 worth of prizes and promotion all 
for one purpose—to bring a flood of prospects 
into your store! Too much work? Too much 
worry? Not on your life! It’s all worked out for 
you, and it’s working right now. There’s a won- 
derful ‘bonus for’ cooperating Gibson Dealers, 
too, and a special promotion to turn shoppers 


into buyers right now. 


Gibson’s big Consumer Sweepstakes is already 
rolling, and it’s rolling traffic into Gibson Deal- 
ers from coast to coast! It’s so easy for you to 
participate! Gibson provides all the display and 
promotional material you need .. . handling and 
winner-selection by the world’s largest contest 
handlers .. . and, best of all, the most appealing 
prizes ever—jet vacation trips to Hawaii for the 


lucky winners! 


Gibson gives you action day after day, month 
after month, year after year. And that’s why 
Dealers’ Gibson sales gains are running more 
than 400% ahead of the entire appliance indus- 
try! Every day you stay out of the fast-moving 
Gibson program costs you action, costs you sales, 
costs you profit. Why wait another day? Get 


going with Gibson now! 


WANT To WEP? FOR Hawy:, BY IFT IN Gp, 


get going...get 








~:- FREE 
HAWAIIAN 


er 
HOUDAY 


~ Gibson 


Lisson 


Gibson Refrigerator Division of HUPP Corporation, Greenville, Michigan 
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“AMERICA’S FINEST 
GAS RANGE” 


In downright cooking ability, distinctive styling, 

and under-the-surface excellence and durability, 
Roper leads them all! Women are catching on 
fast — big things are ahead for Roper 

dealers in 1960. Get the facts! 








MORE TO SELL THAN ANY 
OTHER RANGE CAN OFFER! 

































AMAZING 4-WAY FLAME SET 
ROTIS-O-GRILL TEM-TROL 
Top-of-range barbecuing, Most precise top burner 
vertical broiling, grilling. heat control ever attained. 


Women love it! Women love it! 
































BEAUTIFUL NEW AUTOMATIC 
CHROME-LINED OVENS ALL THE WAY 


Terrific traffic-builder, Finger-touch control of 
sales clincher. all cooking operations. 
Women love it! Women love it! 




















Built to 
Gold Star 
Quality Standards 















WRITE DEPARRMENTREM FOR FULL DETAILS 


GEO. D. ROPER SALES CORP. 


A subsidiary of Geo. D. Roper Corporation 
KANKAKEE, ILLINOIS 
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If you’re a man who takes pride in his work, you’re a man 
who reads his businesspaper carefully. Cover to cover. Advertising 
as well as editorial pages. Why? Because — as a man who gets a 
kick out of doing a great job — you know there’s no better place 
to get so many good, practical ideas you can put to work with extra 
profit to yourself, and your firm, than in... your businesspaper. 











PHOTO ON LOCATION BY EHRENBERG 


Where there’s business action, there’s a 


businesspaper ... where there’s appliance business, there’s 


€ss yt EO, 


Electrical Merchandising Week (QT): -@: 


One of a series of advertisements prepared by the ASSOCIATED BUSINESS PUBLICATIONS 
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Discovered what appears to be a much better 
place for operation than you are in now? Or 
perhaps plans are being made for a second loca- 
tion and you’re checking its advantages. 

That “greener pasture’ may indeed offer 
greater opportunity than exists in your present 
location but it may also possess some disad- 
vantages that are not apparent. 

Many factors should be checked. We’ve sur- 
veyed the experiences of a large number of 
dealers and have come up with the accompany- 
ing check chart which may help to arrive at a 
true analysis of just how profitable the new 
location actually will be. 

Below are factors which should be weighed. 
Each calls for a regular “yes” or “no”? answer. 
Check them on the accompanying chart. The 
extent to which either the “yes” or “no” col- 
umn dominates the picture can provide a highly 
accurate idea of whether or not the proposed 
move for your appliance business will be as ad- 
visable as it seems. 


1. Is the market for appliances any better in the 
location under consideration than the area in 
which you are now located? Too often such 
plans are made on a basis of what looks like 
a business opportunity, but these don’t always 
turn out to be true. In addition, the sacrifice of 
even an average market in your present loca- 
tion for a current low one in the new, can cre- 
ate a serious financial drain. In any move, the 
current market should be as good if not better 
than your present location. 


2. Will building or land lease, rental or pur- 
chase costs be better or even as good as in the 
present area? Where current market conditions 
are exceptionally good (better than your pres- 
ent area) some increase of costs may be justi- 
fied. Where these costs are not overly large, or 
even at a par with the present location, the 
move has more advantage than where there is a 
considerable difference. 














3. Will the climate in the new area create no 
new costs of business operation? This is a too 
often overlooked factor in a business move and 
a vital one to even the smallest dealer. In some 
cases “greener pastures” appear inviting be- 
cause costs of doing business are higher. 







4. Is there a favorable appliance situation in the 
area at present, or is a lot of selling sure to be 
necessary? Wherever acceptance of appliance is 
limited, it will cost you more dollars in promo- 
tional effort to bring sales. 


5. Are labor costs in the new area satisfactory 
and is there an ample supply? Should your new 
business venture be successful there may well 
be need for such a labor supply. It’s one of those 
too often neglected factors which should be 
checked. 


6. Are appliance dealers now located in the 
area able to operate profitably? Even the most 
successful dealer in one area can fail in another. 





























Thinking of Moving? 


Here are 25 factors you should consider before 
deciding on a new location for your business 


If present firms are operating profitably your 
chances are good; if not, there may be hidden 
factors which you may not be able to overcome 
either. 


7. Is the contemplated move an idea of your 
own or are other dealers considering the same 
move? If it is your own, the check belongs in the 
“yes” column, but if you know of others plan- 
ning the same move this can well be a negative 
factor in the overall scheme. 


8. Will it be possible to move your business to 
the new area at a reasonable cost? It takes a 
long time to make back, out of profits, high 
costs of moving a business. 


9. Is your present knowledge of the appliance 
business sufficient to handle specific problems 
of a different nature when you move to the new 
area? No dealer can make such an important 
and expensive move without the assurance that 
he has the knowledge and ability to lick any 
unknown problem which may be present. 


10. Is there a strong trade organization in the 
area? The difference between operating alone 
instead of being part of a good association will 
point up the value of this factor. 


11. Do you have sufficient capital to make the 
move without borrowing? If not, repayment of 
those borrowed funds out of earnings in a new 
location may be difficult. 


12. Are there contractors in the new area well 
sold on planning full electric homes? When this 
is present you have a tremendous sales advan- 
tage; when it is not you are going to have to 
spend a lot of money to convince them. 


13. Is the new location close enough at hand so 
that present customers can be handled? Where 


Business Move Check Chart 


Factor# _ No_ 
1 















Yes 








such a situation exists this is an important fac- 
tor. Where absent, you should never overlook 
how long it will take to build up new customers. 


14. Will overhead in the new location be close to 
the figures in the present location?. No matter 
how rosy the market picture may be it can fizzle 
if excessive overhead eats into profits. 


15. Is there a high percentage of obsolescense of 
appliances in the area? The replacement market 
is always of top importance to any dealer. 


16. Are there city laws, codes, etc., favorable to 
business? .'These should never be taken for 
granted. If difficult situations in this area 
exist, your job of running a business can be- 
come complicated. 


17. Is the market in the new location favorable 
to operation of a business of your size? If it is 
dominated by firms much larger than yours and 
customers have demonstrated preference in 
buying from them, your prospects may turn out 
to be much less bright. 


18. Are supply, material and labor costs in line 
with prices in your present area? The current 
situation, with some research into past prices 
(and projection into possible future figures) 
should receive close study. 


19. Is the area in a solid state of growth to pro- 
vide more customers in the future? Beware of 
the big boom created by a passing situation. 


20. Is the market there at present being supplied 
to any extent by outside dealers? If so, this par- 
ticular “yes” can have extra importance. 


21. Are prices fairly stable in the area? Check 
back over as long a period as possible. If the 
area is one subject to violent ups and downs, 
you may be better off where you are. 






22. Are suppliers located close at hand? Sup- 
pliers a good deal more distant will not only 
mean more freight and express costs but pos- 
sible additional capital to expand inventory. 









23. Has the decision to move been based on your 
personal investigation of the facts? If you are 
taking someone else’s word, there can be just 
enough uncertainty to justify labeling this “no” 
in your appraisal. 
















24. Will you be able to make use of most of your 
present equipment in the new location? If the 
move requires considerable purchase of new 
equipment it may provide a point against the 
idea of relocating the business. 


25. Are financial interests in the area friendly 
to the appliance and have they demonstrated a 
willingness to assist? Financial men who know 
something of the problem of the appliance busi- 
ness are always a decided asset in any area; the 
absence of them can be just as big a liability. 
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Color Ups the Trade on Trade-ins 


Two Colorado Springs dealers find a pastel finish makes a world 
of difference in the price you can charge for a used refrigerator 


. . - But Paul Watson of Famous Appliances has trained his own 
servicemen to do refrigerator refinishing, while dealer Simon 
Halle finds it worthwhile to contract out the work toa veteran painter. 


How Famous Appliances Uses Color 


Use of color has speeded reconditioned re- 
frigerator sales to triple their two-year-ago 
pace at Famous Appliances, where owner Paul 
Watson now happily grosses an added 10% 
profit on trade-in boxes which his own service- 
men refinish. 

Watson’s reconditioned box sales currently 
mount to a peak of 40 a month, and never dip 
below 30 a month. Most popular hue by far is 
turquoise, with yellow the runner-up. 

Colorado Springs customers want recondi- 
tioned boxes in color for economy apartments, 
mountain lodges, home bars and party rooms, 
says Watson. 

Since Watson can now afford to pay higher 
trade-in allowances for refrigerators requiring 
minimum repairs, new-box sales at Fambdus 
Appliances have also climbed. 


A key factor in his profit from trade-ins, Wat- 
son feels, is a space-saving paint spray room— 
the dimensions of which are six by seven feet. 
Watson remodeled a small lean-to corner of his 


store for paint spray work after deciding that 
outside contracting proved too expensive. 

Roll-away equipment on wheels makes effi- 
cient use.of the available space. Typical is an 
air compressor which has motor, pump and tank 
all mounted in one compact unit on heavy iron 
wheels. It maintains 80 pounds of pressure and 
is used for spray cleaning as well as spray 
painting. 


Every trade-in refrigerator receives a thorough 
cleaning. A small “steam jenny” cleaner removes 
dust, grease and lint from the operating parts 
and then the compressor uses chemical solvents 
to strip down the paint surface to the bare metal, 
if necessary. 

Watson’s own servicemen conduct the paint 
spray work on the refrigerators. Three of them 
latched on to the profitable trade when they 
“took a short course” and have proved them- 
selves so capable that Watson claims his shop 
can tackle almost any paint spray job without 
giving it a second thought. 


How Halle Makes Color Work For Him 


Dealer Simon Halle, who contracts out his 
color work, features a separate showroom for 
reconditioned boxes. Price tags of $100 are not 
unusual there now, but before Halle introduced 
color to his trade-ins, even the cleanest of them 
—only a few years old—brought in $75 at most. 





Then, three years ago, Halle came up with 
the paint idea. And things began to happen. 
For three years now, sales of reconditioned boxes 
have been booming at Halle’s in shades which 
include canary yellow, apple green, dove gray, 
and bright reds and oranges. 








A SERVICEMAN easily hauls this portable air com- 
pressor unit from storage to clean and color used 
refrigerators at Famous Appliances. 


Here’s the advice Halle gives other dealers on 
color for trade-in boxes: 

“We’ve found that in any area where cus- 
tomers have accepted color-finished new ap- 
pliances, the same sort of finishes on used ap- 
pliances will go over. However, in some parts 
of the country, dealers have found that the 
homeowner still insists upon standard white 
goods, and that color appliances attract atten- 
tion, but not dollars.” 

But Halle points out that Colorado Springs 
young homemakers are extremely eager to buy 
brightly colored refrigerators. That’s what they 
see in the shelter magazines. And that’s what 
new refrigerator buyers are going after. But 
although the young married couples have a 
taste for color, they just haven’t the money to 
invest in high-priced appliances. So, Halle finds, 
they’re happy to buy the bright, smartly colored 
boxes from his trade-in department for ‘‘mod- 
ern, eye-filling kitchens at low cost.” 


Color work must be expert, Halle indicates. 
Lacquers and enamels in color are often more 
expensive than the white variety, and are 
somewhat more likely to show up rough metal 
or poor application techniques. Imperfect color 
jobs do not accelerate sales, but slow them 
down, Halle says. 

Because color work must be perfect, Halle 
finds it more economical to hire an outside ex- 
pert to paint every trade-in in color, to speci- 
fications, at a flat rate, than to use his own men 
for the job, even though the store has a well- 
equipped paint spray room. Halle’s arrangement 
with his painter also covers “touch-up” work 
on new color appliances damaged in shipment. 

Halle has found no difficulty in passing along 
the cost of color to the customer. And he feels 
he is better off selling a three-year-old box in 
bright yellow to a newlywed couple at $105 
than losing their business to a mail-order or 
discount house which will sell them a new white 
refrigerator at a “sacrifice”? price—for, later on, 


ALTHOUGH THIS HOUSEWIFE looks sceptical 
when Halle shows her a box in faded white, odds 
are she’ll smile and buy when he mentions color. 


PAINTER ORVILLE BROOKE starts to paint a 
seven-year-old refrigerator a new “leather brown” 
to meet Halle’s color-conscious specifications. 


odds are Halle will get his chance to sell new 
color appliances to the couple when their fi- 
nances permit. 
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EVERY NEW 


filters 
detergent 


New Magic-Mix* 
Dispenser Filter 


See how water swirls inside this 
exclusive filter as it circulates 
through closely-packed Nylon fil- 
aments to remove objectionable 
lint and fuzz. And, remove the 
top, pour in detergent .. . this 
dual function filter blends it in 
automatically. Easy to clean 
filter works full time. 

*Tmk. 





RCA WHIRLPOOL WASHER 


out lint...blends in 
automatically 


Adds bleach and rinse 
conditioner, too 

At the start of washing cycle, 
simply pour bleach and rinse con- 
ditioner into the handy dual dis- 
penser built into the rim of the 
washer. Then, at exactly the right 
moment, bleach will be injected 
automatically during washing 
cycle and rinse conditioner during 
the agitated deep rinse. 


Wash ’n wears are 
washed wrinkle free 

In this separate wash ’n wear 
cycle, after the clothes have been 
washed, the warm wash water is 
drained intermittently and re- 
placed immediately with cold 
water. Thus, garments are grad- 
ually cooled, while held in sus- 
pension, to restore the natural 
resistance to wrinkling. 


It's “‘self-setting” too, 
just push a button 


Here’s the most automatic washing known. With 
its “self-setting’’ cycles, the RCA WHIRLPOOL 
Imperial Mark XilI washer “‘tailors the action” 
to fit any washable fabric for cleaner, gentler 
washing. At just the push of a button, it selects 
the correct wash and rinse temperatures . . 

proper washing time and speed .. . correct 
rinsing cycle . . . safe spin speed and time for 
the fabrics being washed . . . all automatically! 
And, here are more features women want... 


eA special pre-wash cycle for soaking diapers or 


heavily-soiled clothes, or as an additional rinsing. 


e Suds-Miser® — built-in, fully-automatic suds re- 


turn system saves soap or detergent and hot water. 


e Big capacity; washes full 10-Ilb. load of clothes. 
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"“SELF-SETTING” DRYER 


off at dry enough! 


swork... 
ts of 
ric 


Sell automatic drying at its best! Offer your prospects the safest, fastest, 
all-fabric, all-purpose drying known today! There’s a specific drying 
cycle on the Fabric Guide for every fabric from heavy denims to filmy 
sheers to the increasingly-popular wash ’n wears. These separate drying 
cycles automatically ‘“‘tailor’’ the time and temperature to fit the fabric 

. and wash ’n wears come out wrinkle free. There’s even a cycle for 
air fluffing clothes. Over or underdrying is a thing of the past because 
exclusive Moisture Minder* shuts off the dryer at “dry enough’’. And, 
in the big-capacity, 29” drum clothes circulate freely, permitting in- 
dividual drying action for each garment . . . clothes dry better, fluffier 
and softer. The all-around performance, efficiency, economy of operation 
and complete automaticity of the RCA WHIRLPOOL Imperial Mark XII 
dryer assure real value and satisfaction for your customers. 


So simple to use...set and forget 


No other dryer is more simple to use. Just select the correct cycle 
to fit the fabric, turn the dial to the number of the cycle, and push 
the ‘‘start’”’ button. That’s all there is to it. This ‘‘self-setting’’ dryer 
then takes over sets its own heat to suit the load and shuts itself 
off at “‘dry enough’. 

Here are a few of the many other features your prospects will 
love . . . giant-size capacity, dries a full 20-lb. load of damp clothes 

. ultra-violet lamp, helps sanitize clothes and gives clothes that 
fresh-air fragrance . . . built-in, easy-to-clean lint screen . . . fully- 
illuminated, easy-to-read control panel . . . porcelain-enamel finish 
top resists acids, heat, bleach, alkalies, rust and stains . . . available 
in decorator colors. 


*Tmk. 


EQUA-FLOW DRYING 
...nNo hot spots...no cold spots 


The secret of safe, fast, efficient drying in an 
RCA WHIRLPOOL is in the controlled, even-pattern 
circulation of tempered, heated air through the 
tumbling clothes. In this Equa-Flow drying, fresh 
air is first heated then properly tempered before 
coming in contact with the clothes. As it enters 
the drying drum, it is evenly circulated in a 
scientific air flow pattern that eliminates “‘hot’’ 
and “cold”’ spots and results in highest drying 
efficiency. Garments are never exposed to direct 
radiation of high temperatures. This fast drying 
action dries a full load of clothes while another 
is being washed . . . there’s no waiting, there’s no 
wasted time . . . the dryer keeps up with the washer. 








NEW RCA WHIRLPOOL WASHER 
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NORMAL 
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DRYER COMBINATION 


it's ‘Self Setting 


with push-button cycles for tailored 
washing and safe drying of all fabrics 


With the new RCA WHIRLPOOL washer-dryer combination, you can offer your prospects the 
most automatic washday ever! And, you can offer more economy and convenience than are 
possible with other methods of washing and drying automatically. 

At the touch of a button, the RCA WHIRLPOOL washer-dryer automatically ‘“‘sets itself”’ 
at the correct wash water temperature, rinse water temperature and washing time for the 
fabrics being laundered. There’s even a wash ’n wear cycle to wash those man-made fabrics 
with the special care they require. Also, at the selection of a drying cycle, it “sets itself” for 
the safe drying heat and correct cooling-fluffing period. With one simple setting of the controls 
the complete laundry . . . washing and drying. . . is done correctly and automatically in one 


. . mr ’ “List: =) * * 
continuous operation. There’s complete flexibility, too! The RCA WHIRLPOOL can be used as it washes with water 
. . eee 
a separate washer or a separate dryer. And, it saves water, soap, time, clothes and space. t : ft 


FULL-SIZE ” LB. geacagy AND DRYER Exclusive Filter-S os ae 
... AND IT’S ONLY 33” WIDE : Scthins with shine, nck liinetad Kade: 
The full-size, 29” diameter drum provides plenty of room for a giant owe: ; ful, constantly-circulating stream of 
10-lb. load to circulate freely . . . a necessity for really clean washing 

and fluffier, softer drying. And, look at all these other sales-clinching 

features . . . built-in heater assures hot water, regardless of tank 

temperature . . . objectionable lint and other foreign matter are 

trapped in the built-in Lint Filter . . . exclusive Tempered Heat 

provides safe, gentle drying for every fabric . . . automatic cooling- 

fluffing period at end of drying cycle makes clothes soft and fluffy; 

wash’n wearsdry wrinkle free... built-in dual dispenser automatically 

injects bleach and rinse conditioner into circulation system at proper 

time. Available in gas or electric models. 


GC-50 (electric) 
GC-55 (gas) 





THERE’S A WASHER AND MATCHING DRYER FOR EVERY PROSPECT! 


nn 


Imperial Mark XIl model washer Imperial model washer 2-speed, 2-cycle washer 2-cycle, 5-temp washer 3-temp, 2-cycle washer 2-cycle, 5-temp washer 
GA-91; GA-96 (with Suds-Miser) GA-90; GA-95 (with Suds-Miser) GA-60; GA-65 (with Suds-Miser) GA-50; GA-55 (with Suds-Miser) GA-42; GA-47 (with Suds-Miser) GA-15 


‘e 
x 


Space-saving washer Imperial Mark Xil model dryer Imperial model dryer 2-cycle, 5-temp dryer Low-cost, 2-temp dryer 
GA-06 GD-91 (electric); GD-96 (gas) GD-90 (electric); GD-95 (gas) GD-60 (electric); GD-65 & 66 (gas) GD-40 (electric); GD-45 (gas) 


Use of trademarks @@ and RCA authorized by trademark owner Radio Corporation of America 


Your family will love our family of home appliances 


Join up!...it’s easier to 
se// RCA WHIRLPOOL 
than sell against it! 


Products of WHIRLPOOL CORPORATION St. Joseph, Michigan 


Printed in U.S.A. 
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So why a weekly NOW ? The answer’s in every issue... news. Monthly 
can’t handle it; daily just gives a lick and a promise. Takes a weekly to give the 
story and its meaning. Important in your business to have an easy-to-read, 
every-Monday news and ideas source .. . devoted entirely to your business... 
edited by Pros for Pros. You’ve got it now, right in your hands. That’s why in 
this big, fast-moving business of ours, every Monday the Pros read 
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IDEA 
DIGEST 


Good ideas don’t always come 
easily, but when they do a little 
initiative on your part can make 
them prime business builders. 
Here are four which were suc- 
cessful for their originators. 


ail 


Sb 


Brooms bewitched browsers into buyers at a 
“Clean Sweep Sale” at Wisnom’s Appliance 
Store, San Mateo, Calif. Manager Jack Drey- 
fuss says use of brooms in advertisements and 
display windows, on appliance handles and 
walls, gave solid impact to his sales campaign 
for inventory reduction 

















“He’s already a star appliance salesman at age 
three!”’ That’s what T. G. Gray of Gray’s Ap- 
pliances, Fulton, Miss., volunteers about his 
grandson Scotty, a tot who poses with appli- 


Easy picture adjustment from normal working 
position is made possible by a built-in mirror 
at Ray’s Radio & Television Shop, Avondale 
Estates, Ga. The 2-1/3x8-ft. mirror cost $45, 
is set at a 15° angle for optimum viewing from 
a standing position. Above the mirror test equip- 
ment is built in to cut breakage almost to zero. 
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ances for newspaper ads. Versatile Scotty has 
already peered out from a gamut of freezers 
and ranges. Probable next stop in Scotty’s ca- 
reer: a sales-building dunking in a washer. 
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It’s wired to the building’s main switch, goes on 
with the lights in the morning, off with them 
at night. This maintains constant temperature, 
which owner Ray Belcher feels increases life 
of instruments. The board is slanted forward 
five degrees for deflection of glare and for 
easier viewing. 
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PRODUCTS 


FEATURES THIS WEEK 


James dishwasher e Blackstone laundry line e Norge, 
Manitowoc and Astral refrigerators e Waring, Cory, 
Knapp-Monarch, Dominion, G-E, Westclox, Reming- 
ton housewares e Arvin and Hoffman radio and TV 











NORGE GAS REFRIGERATOR CTGI-i10 
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NORGE ELECTRIC REFRIGERATOR CBSI-FIS 


NORGE Announces 3 Refrigerator-Freezers 


Three ‘new 1960 refrigerators were 
announced by Norge Corp., each has 
an automatic, built-in ice cube server 
that provides ice cubes by the glass 
or bucket. 

-The new models are an electric 2- 
door, CTI-F13, freezer-on-top; a 2- 
door electric, freezer-on-bottom, CB- 
SI-F15; and a 2-door gas model CT- 
GI-110, marking Norge’s entry into 
the gas field. 

The: newly designed ice server 
makes 18 cubes at a time, with stor- 
age capacity in each refrigerator 
ranging from 162 to 180 ice cubes; 
plumbed into the water supply the 
server fills automatically, freezes 
water, drops cubes into storage bin 
and shuts off automatically when bin 
is filled. 

All models also have a “Never-D- 
Frost” refrigerator with. separate 
freezer compartment. 

Exterior trim and interior styling 
of top models is new; one model has 
a strip of aluminum running verti- 
cally down exterior door; doors open 
easier with a new 9-lb. door pull and 





easy-to-grasp handle with no sharp 
edges; flush-to-wall fit requires only 
6-in. clearance at top and l-in. at 
back; newly designed offset hinge per- 
mits flush-fit at counter cabinets and 
refrigerator front. 

No. CTI-F13, 2-door electric has 2 
compartments in door for butter, eggs, 


cheese; 107 lb. frozen food space; 
tall-bottle space; freezer has door 
dispenser. 


No. CBSI-F15 has freezer in bottom 
half that holds 151 lbs.; separate stor- 
age compartments for butter, eggs, 
cheese in door; Swing ’n Serve shelves 
swing out and are adjustable up or 
down; 9 lb. meat saver and 37 Ib. 
twin porcelain crispers; toe-touch 
freezer door opener. 

CTGI-110 gas has a 59 lb. freezer that 
automatically maintains zero cold 
temperatures; a “food-freshener” coil 
maintains correct balance of cold and 
humidity. 

Price, CTI-F13, $429.95; CBSI-F15, 
$529.95; no price on gas model. Norge 
Div., Borg-Warner Corp., Merchandise 
Mart Plaza, Chicago 54. ; 








JAMES Built-in Dishwasher 


A new “eye-level” dishwasher, “Maid- 
Matic” is announced by James. In- 
terior is full size, holding service for 
10 people, yet exterior is compact; 
30 in. long, 13 in. deep, plus door 
projection, 18 in. or 15 in. high, ‘de- 
pending on model. 
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Can be installed on the wall, coun- 
ter top, below counter or recessed in 
the wall; quick-connect hoses and cord 
can be used to save installation cost. 
Equipped with a new steam gener- 
ating device—after dishes and uten- 
sils are washed and rinsed with 7 
water changes, steam at 212 degs. F. 
is automatically fogged over dishes 
for 15 min. A spiral-flood washing 
unit, driven by 1/3 hp motor creates 
solid sheets of water which recircu- 
late over dishes; built-in filter with 
1/100-in. openings strains food soil, 
cleans itself and runs soil down the 
drain; racks are top loading or front 
loading depending on where the ma- 
chine is placed. Automatic cycle is 
normally 25 min.—10 for washing 
and rinsing, 15 for steam cycle; cycle 
can be varied. 3 models, MDS-18, 
MDS-15 and MD-15. James Mfg. Co., 
Inc., Independence, Kansas. 





BLACKSTONE AUTOMATIC WASHER WAC-75 





BLACKSTONE DRYER DEC-75 


BLACKSTONE 1960 Washers and Dryers 


Four new automatic washers with 
matching dryers are announced by 
Blackstone. Features include pastel 
tinted panels; easy to use diecast con- 
trols; large, legible control dials; pro- 
vision for several selections of speed 
and temperature combinations which 
simplify washer operation and make 
it more accurate. 

Top model WAC-75 washer has 6 
combinations of water temperature: 
hot, warm or cold with warm rinse; 
hot, warm or cold with cold rinse; 


‘| and 4-speed combinations of normal 


with normal or slow spin; slow wash 
with normal or slow spin; “locked-in” 
wash-and-wear cycle; control dial 
with illuminated cycle indicator which 
actuates 3 cycles in all: wash-n-wear, 
regular or short cycle for delicates; 
thermostatic water inlet valve. Match- 
ing dryer, DEC-75 features Black- 


' stone’s high air flow, low temperature 


drying principle with ozone lamp and 
interior light; also available for gas 
as DGC-75. 

WAC-65 has 2 cycles regular and deli- 
cate; 4 temperatures and 4 speed 





combinations; DEC-65 matching dryer 
comes in baked white enamel or with 
stainless steel top. 

WAC-55S, “Alpine Special” with 
stainless steel top or white enamel 
has 2 cycles, regular or delicate; DEC- 
65 or 65S match. 

Price leaders—a washer’ with 
matching dryer—feature a _ 1-cycle 
washer with a choice of 2-temperature 
selection and an accompanying dryer, 
DEC-45 with high air flow, low tem- 
perature. All washers and dryers are 
26% in. square except for price leader. 
All washers have submerged lint 
filter, detergent measuring container, 
4-way rinsing, float-over wash and 
rinse. 

Dryers come in electric or gas; 
DGC-75 has automatic ignition; the 
others, a standard pilot with provision 
for exterior or interior venting. 
Five wringer model washers are un- 
changed: all accommodate 10 Ibs.; 
are fully skirted; have Hi-Vane agi- 
tator and a deluxe Lovell wringer 
with chrome drainboard. Blackstone 
Corp., Jamestown, N. Y. 














MANITOWOC 1960 


Refrigerator-Freezer Line 


Completely new 2-Zone freezer-re- 
frigerator combinations, uprights and 
chest freezers are announced by Mani- 
towoc, featuring styling improve- 
ments for “design balance” including 
modernistic handles and name plates, 
ice blue interior trim on 2-Zones and 
uprights; yellow and brown interiors. 

Three of the uprights have interior 
lights, adjustable steel shelves; 
freezers and 2-Zones hold constant 
below-zero temperatures throughout 
freezing zones with no frost forma- 
tion on shelves or packages. Upright 
models F-150, F-170, F-190 and F-220 
have capacities of 14.6, 16.1, 19:8 and 
22.2 cu. ft. respectively. All models 
are engineered for minimum field 
servicing. Manitowoc Equipment Wks, 
621 Quay St., Manitowoc, Wis. 


, 











ASTRAL 


Built-in Refrigerator 

Astral announces its entrance into 
the field of built-in refrigeration with 
a new model designed for easy wall 
installation; this new spot refriger- 
ator is a convenience in the home; 
also suited for trailer homes, boats, 
planes, wherever space saving is es- 
sential; motels, hospitals, laboratories, 
doctors’ offices, schools, farms. 

The unit is 30% in. high, 21 in. wide 
and 22 in. deep; silent operation (no 
moving parts); the cooling unit holds 
an even steady temperature at all 
times; can be arranged to operate on 
any voltage from 6 to 220; runs on a.c. 
or d.c.; available in chip-resistant 
white enamel, a modern wood trim 
or a-pre-paint finish. Morphy-Richards 
Inc., 232 S. Van Brunt St., Englewood, 
N. J. 
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REMARKABLY VERSATILE 
PORTABLE 
COMPONENT SYSTEM 


Detach both powerful speaker sections and you have a third unit—V-M’s exclusive ‘Stere-O-Matic’™™ Auto- 


NI NA 
the record changer completely out of sight if you wish. Entire unit is self-contained. 


MODELS 307-207 DISTINCTIVE V-M STYLING... PLUS... THESE PROFESSIONAL COMPONENT FEATURES 


e FULL COMPLEMENT OF CONTROLS—V-M’s exclusive ‘tone-o-matic’*” LOUDNESS, BALANCE 
COMPLETE and separate BASS and TREBLE CONTROLS « PLAYS ALL STEREO RECORDS *« MONOPHONIC 
RECORDS SOUND BETTER THAN EVER! PLAYS ALL RECORD SPEEDS, SIZES * FOUR 
POWERFUL SPEAKERS—TWO IN EACH SECTION ¢ PROFESSIONAL V-M STYLING—STURDY 


STEREO SYSTEM! GRAY PYROXYLIN CASE—V-M MODEL 307—$129.95 List*. 
@ ASA MANUAL-PLAY PHONO IT’S V-M MODEL 207—$119.95 List*. 
AND IT’S AN UNUSUAL PHONOGRAPH! NEW SALES APPEAL! 


BE SURE TO SEE THIS UNIQUE NEW PORTABLE COMPONENT STEREO SYSTEM! 


j OR TA BLE! Call your V-M Distributor TODAY ! 
e 


the oice 





matic 4-Speed Record Changer featuring a professional control panel for complete convenience. Speakers 





may be placed anywhere—even in bookcases or on end tables. Arrangements are limitless and you can put 









*Slightly Higher West 


of hAusic 


V-M CORPORATION e¢ BENTON HARBOR, MICHTGAN*¢ WORLD’PAMOUS FOR THE FINEST IN RECORD CHANGERS, PHONOGRAPHS AND TAPE RECORDERS 
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WARING Blendor 


A new Waring ‘Blendor, No. DL-202, 
is announced. 

Two new features include a wrap- 
around cord which permits only the 
desired length of cord to protrude, 
and a detachable handle secured by 
means of 2 chrome strips held to- 
gether under tension to overlap top 
and bottom of cloverleaf Pyrex jar; 
by rotating handle, strips are extend- 
ed and handle is removed. 

Other features are 2-piece lid with 
removable center which may be used 
as a 2-0z. measure, and a larger outer 
section which slopes inward to pre- 
vent spillage; new switch operates 
in “off-lo-high” sequence to prevent 
excessive surge when jar is full. 
Waring Products Corp., Sub. of Dy- 
namics Corp. of America, 25 W. 43rd 
St., New York 18. 





CORY Submersible 


Percolator 


Cory Corp. announces a new 4-to-18 
cup “Submers-amatic” No. DPS with 
a built-in Flavor-Selector; when the 
coffee is ready to serve, the Flavor- 
Selector lights up and becomes a 
“ready-light.” Entire unit including 
Flavor-Selector can be submersed in 
water for cleaning. 

Features include a_= sculptured, 
thermo-plastic decanter-like - pouring 
spout which is shock-absorbent, odor- 
less, stain-resistant and _ tasteless; 
chrome body has a satin silver-tone 
metal color; atiached cover swings 
back so inside of pot is easy to clean; 
heat-proof handle and base are of jet 
black plastic; comes in its own multi- 
colored gift carton. 

Price, $37.50. Cory Corp., 3200 W. 
Peterson Ave., Chicago 45. 
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KNAPP-MONARCH Sprinkle-Spray Steam or Dry Iron 


Knapp-Monarch announces a 3-in-l 
iron, the “Sprinkle-Spray” ‘steam or 
dry iron that sprinkles on dry settings 
as well as steam settings. Press a but- 
ton in the handle and it sprinkles 
just the right amount of water out 
ahead in the path of the iron at any 
temperature; set dial to correct heat 
indicated for all fabrics including 
synthetics and the thermostat holds 
temperature constant, protecting 
against scorching and hot spots; sprin- 
kle, steam or dry switches from one 
to the other in an instant with handy 
fingertip control. 

Water reservoirs hold 7 oz. for 
sprinkling or steam ironing; 1100 
watts; 115 volts; ac only. 

Other models in K-M 1960 line in- 
clude an Insta-Lite outing stove; a 





IONA Portable Mixer 


Iona Manufacturing Co. announces 
the introduction of a new portable 
mixer: “Star-lite,’” which features 
_the lower housing with transparent, 
“starastudded” acrylic to give a 
jewel-like appearance; the upper 
housing is of polished chrome. 

The mixer features an open-end 
handle with up-front controls for 
operation at 3 speeds. The handle is 
made of molded acetate. 

Beaters pop out at a touch of the 
thumb on an automatic ejector but- 
ton set apart from the speed controls. 

A detachable cord enables -the 
housewife to store the decorative 
mixer by hanging it wherever she 
wants to on the wall. 

Price, $21.95; Knapp-Monarch Co., The weight of the “Star-lite” is 3 
3501 Bent Ave., St. Louis, Mo. lbs. 


Redi-combination Liquidizer and icer;° 
a Redi-Matic can opener-knife sharp- 
ener; a Nesco rotisserie-oven and two 
Redi-ovens. 


The mixer is availabale in a vari- 
ety of color combinations for kitchen 
decor. 

Price, $18.95. Ilona Manufacturing Co., 
Manchester, Conn. 








REMINGTON Shavers 





REMINGTON "LEKTRONiIC" SHAVER 


Two new developments in shavers are 
announced by Remington: an adjust- 
able men’s shaver that permits cord- 
less shaving and a shaver for women, 
adjustable for legs or underarms. 
“Lektronic’” men’s shaver stores 2 


nickel cadmium, rechargeable bat- 
teries, for a week’s shaving without 
an electric cord; comes complete with 


COSTER Hair Dryer 
and Dog Clipper 


its own separate charging device A Continental Airjet hair dryer with 
which plugs into wall sockets, takes voltage selector is announced by 
any ac voltage from 90 to 250 volts. Oster; standard 115-volt ac; 230 


Features include roller combs; a con- 
trol panel that moves left to lower 
combs for more combing action on 
long or tough beards, or right to raise 
roller combs for more rolling action 
on tender skin. Between high and low 
there are unlimited settings. 

Lady Remington has a selector but- 
ton on front panel; features an ad- 
justable roller principle; has 4 rows 
of cutters that work at once and a 
more powerful motor; easy to clean; 
lightweight; pink, blue or orchid. 
Prices, Lektronic, $35.95; Lady Rem- 
ington, $18.50. Remington Rand Elec- 
tric Shaver Div., Sperry Rand Corp., 
Bridgeport, Conn. 


volts; and with a_ special outlet 
adapter can be plugged in for for- 


OSTER HAIR DRYER 


eign currents; red kit folds for pack- 
ing or storage; pink vinyl dryer hood. 
Lightweight motor-driven dog clipper, 
No. 95, for home use on 35-watts, 115- 
volts, for constant flow cutting power. 
Price, $29.95 each. John Oster Mfg. 
Co., 5055 N. Lydell Ave., Milwaukee 
17, Wis. 





OSTER DOG CLIPPER 





MIRRO-MATIC Percolator 


Party-size, 35-cup coffeemaker No. 
125M in chrome is the newest addi- 
tion to the diversified line of Mirro- 
Matic percolators. 





MIRRO-MATIC 35-CUP PERCOLATOR NO. 125M 





In this completely automatic serv- 
ice, there are no dials or switches to 
be set; and it brews from 10 to 35 
cups of coffee at a time, then keeps 
it serving hot. 

Self-measuring marks on percolator 
and coffee basket. show amount of 
coffee and water to use for a uni- 
form, full-bodied coffee brew; red 
button lights up conveniently to indi- 
cate when coffee is done. 

Mirro-Matic now has 3 party-size 
percolators available; the 30-cup, 
126M, in chrome or polished alumi- 
num; the 35-cup (shown here); and 
the large 55-cup model. All models 
are suitable for use in clubs, lunch- 
rooms, churches, restaurants, lodges, 
hospitals as well as for party use in 
the home when large groups are to 
be entertained. 

Price, $34.95. Mirro Aluminum Co., 
Manitowoc, Wis. 


WESTCLOX Clocks 


ditional or modern decor; 





WESTCLOX "SHERATON 


Westclox announces 2 new clocks: 
“Golden Dial” Big Ben alarm has a 
spun gold-colored dial; brass bezel, 
white enameled metal case for tra- 
sweep 
second hand; sweep alarm indicator. 











“Sheraton” Early American maple, 
light or dark mahogany; alarm; brass- 
finish bezel and feet; scroll-work 
design on dial; 4% in. high. 

Prices, “Golden Dial” $8.95; “Shera- 
ton” $9.98 ($10.95 with luminous 
dial). Westclox Div., General Time 
Corp., La Salle, [il. 





sao mae ge 


WESTCLOX "‘GOLDEN DIAL" 
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R. J. Pfllepsen says: 


“TAKE IT 
FROM ME... 








Frigidaire supplies 


missing parts fast - 








even for appliance 


'old timers'!!" 


HERE'S A CALLING CARD 


“Here’s another place where Frigidaire excels . . . service 
THAT ASKS FOR ORDERS! 


to the serviceman! For example, if a thermostatic switch 
is needed for a 1939 Frigidaire Refrigerator, we can usually 
assure the customer of next-day service—and the customer 
can be sure it will fit and work right! Over 90% of our parts 
requirements are handled by our nearby Frigidaire District 
Office and the rest are just a day away in Dayton, Ohio. More 


than 32,000 parts and accessories in stock mean no orphans 
i Accessories En- 
The new, attractive ¢ 





: le- 
velope Stuffer (SER-936) does poiggeeed 
duty. It works well in ered = 

losed wi ills, but it does 1tS DES 
— ortho nded to a customer 
a home call. Pic- 
resist reading 


selling job when ha 
by a serviceman on 
ture a woman who can fancy 
a folder that promises yr 

better appliance performance. 
MAKE SURE 


S SALES, 
FOR MORE ACCESSORIE QUESTIONS 


ER 
YOUR SERVICEMEN CAN ee 
ON ALL FRIGIDAIRE ACCESSO ° 





for Frigidaire Appliance owners! Satisfactory service on 
an appliance of any age makes a customer think kindly of 
us when she becomes a prospect for a replacement or addi- 
tional appliance. We’ve built our reputation on this premise 
.... and our reputation continues to build us!” 


ae () Pepin 
Pflepsen Refrigeration Co., Inc. 
St. Cloud, Minnesota 
Customers demand one call service—you must have the right parts! 


Call or write your Frigidaire Factory Branch or Distibutor Office listed 
on the next page. 


FRIGIDAIRE goes all the way 


TO BUILD SALES THROUGH SERVICE LEADERSHIP! 
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“TAKE IT FROM US... 


TRAINING IS NEVER A MISSING PART OF 
FRIGIDAIRE AWARD OF MERIT SERVICE!” 


Frigidaire trains your servicemen .. . 
in GM Training Centers or at your 
District Office! If you’re missing out on 
any phase of Frigidaire Service Train- 
ing, call or write: 


FRIGIDAIRE SALES 
CORPORATION OFFICES 


ATLANTA, GA. 

2995 E. Ponce de Leon Ave. 
Decatur, Ga. 
BALTIMORE-WASHINGTON 
2315 Cecil Ave., Baltimore 18, Md. 
BOSTON 15, MASS. 

25 Blandford St. 

BUFFALO 2, N. 

1018 Main St. 
CHARLOTTE 1, N. C. 
P. O. Box 1192 
ise te 51. ILL. 
1200 N. Homan Ave. 
CLEVELAND 14, OHIO 
1729 E. 22nd St. 
DAYTON 19, OHIO 
P. O. Box 597, Far Hills Station 
DENVER 4, COLO. 

215 Wazee Market 
DETROIT 28, MICH. 
13940 Tireman Ave. 
FORT WORTH 7, TEXAS 
P. O. Box 9847 
KANSAS CITY 16, MO. 
1534 Burlington St. 
North Kansas City 
LOS ANGELES 58, CALIF. 
P. O. Box 58314, Vernon Branch 
MINNEAPOLIS-ST. PAUL, MINN. 
2331 University Ave., s. E. 
Minneapolis 14, Minn. 
NEW ORLEANS 19, LA. 
4141 Bienville St. 

NEW YORK 19, N. Y. 
1775 Broadway 
OAKLAND 8, CALIF. 
1250 58rd St. 
PHILADELPHIA 24, PA. 
500 E. Hunting Park Ave. 
PITTSBURGH 6, PA. 
248-50 S. Euclid Ave. 
PORTLAND 9, ORE. 
1035 N. W. 14th Ave. 


ST. LOUIS 8, MO. 
482 N. Kingshighway Blvd. 


FRIGIDAIRE DISTRIBUTORS 


EL PASO, TEXAS 
W. G. alz Co. 
500 San Francisco St. 


HOUSTON 2, TEXAS 
Cox & Blackburn, Inc. 
2301 Commerce Ave. 


INDIANAPOLIS 2, IND 
Refrigerating Equipment Co. 
900 N. Senate Ave. 
LOUISVILLE 1, KY. 
Smith Distributing Co. 

P. O. Box 1495 
MEMPHIS 3, TENN. 
McGregor's Inc. 

1071 Union Ave. 
MIAMI 36, FLA 
Domestic Refrigeration Co., Inc. 

134 N. W. Third Ave. ; 
OMAHA 8, NEB. 
Major Appliance Co. 
1101 Jackson St. 
ROCHESTER 4, N. Y. 
Chapin-Owen Co., Inc. 
205 St. Paul St. 

SALT LAKE CITY 11, UTAH 
W. H. Bintz Co. 
P. O. Box 1350 
SAN ANTONIO 6, TEXAS 
Straus- = rank Co. 
P. O. Box 600 
SIOUX CITY 2, IOWA 
D. K. Baxter Co. 

P. O. Box 1707 
SPOKANE 1, WASH. 
Sunset Electric Co. 
North 703 Division St. 
SYRACUSE 1, N. Y. 
Onondaga Supply Co., Inc 

West Genesee St. 
TAMPA 2, FLA. 
Byars-Forgy, Inc. 

105 Twiggs St. 
TORONTO, CANADA 
Frigidaire Products of Canada, Ltd. 
1901 Eglinton Avenue, E 

Scarborough, Ont., Can. 


a FRIGIDAIRE 


PRODUCT OF GENERAL MOTORS 





Frigidaire Service Department, 
Dayton 1, Ohio 















G-E Clock 

“Decorator” a sculptured sunburst 
style wall clock, No. 2H177, is avail- 
able with 6%-in. diam. white cases 
with red, aqua oryellow accent colors. 
Price, $5.98 plus tax. General Elec- 
tric Co., Clock and Timer Dept., Ash- 
land, Mass. 








G-E Clock Radio 
A new clock radio, G-E “special” No. 
C-402, is now available. 

Featured in the wake-to-music 
unit are a 4-in. speaker, a built-in 
antenna, and a G-E clock with sweep 
second hand. 

Styling is antique white and black, 


and the polystyrene cabinet is high- 
temperature resistant. 
Price, $19.95. General Electric Co., 


Bridgeport, Conn. 


HOFFMAN’S Remote Controlled 


A complete line of newly developed 
remote controlled TV receivers is 
introduced by Hoffman Electronics, 
consisting of 6 basic models in 23 
different style-finish combinations 
and featuring an exclusive electronics 
remote control system which adjusts 
TV picture contrast and brightness 
automatically. 

Fifteen of the 23 sets also feature 

a 23-in. rectangular “Pan-O-Vision” 
picture tube; 2 of the new consoles 
offer 23-in.-wide screen priced com- 
petitively with comparable 21-in. 
sets for the first time. 
The new Vanguard wireless remote 
control system with LiteScope, in 
addition to adjusting brightness and 
contrast, automatically turns set on- 
off and changes channels by wireless 
remote control. LiteScope adjusts the 
tube according to the light level in 
viewing area; provides better picture 
in brightly lit rooms and a longer 
“gray scale’ to improve contrast. 

Two 23-in. sets, No. 3723 Vanguard 
consolette and 3743 Explorer, have 
hand-wired transformers powered by 
Mark-10S “cold” chassis. 

Two of the 6 basic models fea 
turing the Vanguard wireless remote 
system are the 17-in. and 21-in. Span- 
ette table models; other 4 are R3653 
and R3673—23-in. lowboy consoles, 
and R3663 and R3683—23-in. up- 
rights; first 2 of the 4 consoles are 
available in Salem maple provincial, 
mahogany contemporary and walnut 
or blond; the latter two upright con- 
soles come in walnut or blond fin- 
ished contemporary cabinetry. 
Spanette table models are redesigned 
and restyled for 1960 and feature 
model with remote control in 
Salem maple provincial, ebony, wal- 
nut, mahogany contemporary and 


one 


powered with 
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TV Line 





SCANDIA TV CONSOLE NO. R3673 





GARET-PACK ZED WIRELESS R©=MOTE 


walnut or blond finishes; whiie 21-in. 
Spanette is offered in ebony, walnut, 
mahogany or blond finished contem- 
porary cabinets. 

The Spanette table models feature 
the hand-wired transformer powered 
Mark-10S chassis while the 4 console 
models have the Super Mark-10 chas- 
sis, hand-wired and_ transformer 
20,000 volts of tube 
power for brighter, clearer pictures. 
Prices range from $189.95 for 17-in. 
Spanette in ebony to $429.95 for 
Scandia lowboy in walnut. Hoffman 
Electronics Corp., 3761 South Hill St., 
Los Angeles 7. 





MARKEL Window Fan 
This 2-speed manually-reversible 20- 
in. window fan, N-2048-FX, has built- 
in window mount; polished alumi- 
num blades; 3750 cfm; desert tan 
baked enamel. 


Price, $39.95. Markel Electric Prod- 


ucts Inc., 145 Seneca St., Buffalo, N. Y. 





ARVIN Portable Radios 


Arvin Industries announces that all 
6 of its 1960 portables are transistor 
sets. Each of the portables has 6 or 
more transistors. 

Complete with earphone, loath + case 
and strap, No. 60R63 is roughly the 
size of a kingsize pack of ciger>ttes. 
The radio has printed push-pull out- 
put circuit; internal rod-type antenna 
and earphone jack; and’ internal 
mounting of tuning and volume con- 
trol. Available colors are flame and 
jet black. 

No. 60R40 is slightly larger and has 
7 transistors and audio feed-back. 
Available with bone white or jet 
black finish. 

No. 9598, the “International,” has 
short wave band and RF amplifier. 
No. 60R58 has case finish of cowhide 


tan, and individual bass and treble 





ARVIN RADIO 60R63 


Two camera size models are 
also available in a variety of finishes. 
Prices, $29.95 to $100. Arvin Indus- 
tries, Inc., Columbus, Ind. 


controls. 





PRESTO Hot Dogger 


Presto’s Hot Dogger No. LDO1 cooks 
6 hot dogs in 60 secs.; easy to use: 
dogs are placed on prongs, plugged 
into outlet, lid closed, and they cook 
to perfection in 1 min; heat and 
break-resistant plastic see-through 
lid; nomar legs; 1500 watts, 115 volts 
ac only. 

Price, $7.95. National Presto Indus- 


tries, Inc., Eau Claire, Wis. 












DOMINION 

1960 Housewares 

Highlight of Dominion’s 1960 line is 
a l-year replacement warranty for 
their 
4-to-6-cup models in chrome or pol- 
ished aluminum; a 2-to-6 cupper in 
polished aluminum; a table range line 
of 4 double and 2 single burner mod- 
els, a 2%-Ib. Dominion Elec- 
tric Corp., Mansfield, Ohio. 


iron. 








immersible coffeemaker line of 
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Four years ago Sal Prisco decided he had to take the middle 
of the road—between dealers seeking full markup and dis- 
counters working at 18% and less. But he vowed not to 
sacrifice personalized service in the process... 


Walk along the end of Orange Street in New 
Haven and it’s reminiscent of New York’s 
Cortlandt Street. In the space of about two 
blocks are five or six of the city’s biggest ap- 
pliance-TV dealers. 

Sal Prisco, manager of one of the biggest of 
these stores, walked out of it around 1955, took 
about a year to get his bearings, then opened 
Prisco Electric at 45 Grove’ Street, a quarter 
mile from downtown and a stone’s throw from 
Yale University. 

Today he is a working boss of a thriving 
enterprise in which TV volume represents 
50% of total—the backbone of his business. 

“I decided I would have to operate a low- 
overhead establishment,” says Prisco, ‘‘some- 
where between a discount house on one side and 
a high-overhead, traditional house on the other. 
But, above all, I would have to offer and stress 
personalized service.” 


Six clearly defined policies comprise Prisco’s 
management techniques. These are: 1) a com- 
posite concept on margins, turnover and volume 
as related to net; 2) pricing geared to his mar- 
ket; 3) firm ideas about display and selling; 
4) a fixed role for trade-ins; and 5) an intense 
devotion to personalizing customer services. 

Prisco firmly believes that a dealer today ar- 
rives at a net profit only as a result of a com- 
posite of gross margin, turnover and volume. 
And what’s more, a dealer must know exactly 
how to manipulate these factors. 

“The lower the turnover,” argues Prisco, “the 
higher the margin a dealer requires to operate, 
because there’s a higher investment, greater 
obsolescence, greater floor space and operating 
cost. These factors can add as much as 5% to 
your net. For instance, my turnover in TV is 
about nine times a year. With 9 turnover of five 
I would have to work on much higher margins. 


And conversely, if I had a turnover of 15, I 
could work on smaller margins.” 

Estimating that turnover among dealers in 
his market today ranges from four to 15, Prisco 
maintains he does not strive for 15 because he 
would have to alter 1) the size of his display, 
2) his personalized service and 3) the personnel 
now used to execute store policies. 

“A volume increase,’ says Prisco, ‘would 
throw my personalized service out of whack, 
because you can’t delegate those courtesies.” 


How to set a realistic price. Prisco decided he 
could work substantially below full list, be 
reasonably competitive with discount houses, 
and yet not drop to their low margin levels. 
Whereas discounters are working on from 18 to 
20% above cost, or about 18% of selling price, 
Prisco is working well above these levels with- 
out pricing himself out of the market. 

Prisco has adopted a one-price policy. He 
doesn’t tag his sets with anything but a coded 
tag. Nevertheless,‘ everybody gets the same 
price. The code is a hedge against a customer’s 
bargaining with a trade. Before his salesmen 
quote a price, they ask if the sale is with or 
without a trade. That way they’ll still use a 
single price, but can’t be boxed in on the 
trade angle. 

Prisco will take his invoice cost, i.e., distribu- 
tor charge, plus incoming freight, add delivery 
costs and estimated service costs to arrive at 
total cost of goods. Then he applies his per- 
centage formula on an item-by-item basis. 

In the case of white goods, for instance, es- 
timated service costs are as follows: ranges and 
dryers, $10 each, refrigerators and automatic 
washers, $15 each. Estimated delivery cost 
ranges from $8 to $16. 

But television has a different formula. Prisco 
makes his own TV deliveries and must allow 


ELECTRICAL MERCHANDISING WEEK 


He Made TV the 


enough in margins to’absorb basic extra service 
costs. So instead of adding service in dollars, 
he allows an extra healthy percentage to take 
care of extra, personalized services. But he still 
remains competitive with downtown. 


How to control service. These are some: of 
Prisco’s cardinal rules on service: 1) he makes 
no attempt to run his service department at a 
profit; 2) he strives to realize income on out- 
of-warranty service which offsets costs entailed 
in in-warranty service; 3) he follows a “No 
C.O.D.” policy, and the customer pays on service 
completion only if he requests to do so; 4) he 
offers six months free parts and service (three 
months beyond manufacturers’ guarantees) and 
will actually throw in an extra month for good 
measure; and 5) he makes it a practice to have 
a serviceman answer a call within one business 
day of the time it came in. 

Prisco has one full-time serviceman and one 
part time. A good man, in his opinion, can com- 
plete about 12 calls per day. And he finds that 
such a man can complete most calls in the home 
with a tube caddy. His records show that less 
than 5% of TV sets needing repair are brought 
into the shop. 

On home calls Prisco Electric’s charge is $4 
plus the list price of parts. This is for one-half 
hour. For each additional half hour the charge 
is another $2. 

From time to time Prisco runs into urgencies. 
A husband, all set to watch a football game, has 
trouble with his set. All his men may be busy, 
or it may happen on a Sunday. For such emer- 
gencies Prisco will bend over backwards. He 
has his home phone listed next to his business 
phone, so customers can reach him in off hours. 
On such calls, he will offer a customer the use 
of a portable TV set, specifically set aside for 
such emergencies. If the customer will put in an 


WORKING BOSS of Prisco Electric is Sal Prisco (shirtsleeves). His goal is to turn over TV stocks nine times a year without sacrificing personalized service. 
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Backbone of His Business 


price his store out of market. 


appearance at his store, Prisco will furnish him 
with the set until his serviceman can make the 
necessary call. 


How to move TV. Prisco keeps about 100 TV 
sets on display in his store during his peak TV 
selling months. This may drop to about 60 dur- 
ing July and August. In other words, of his 
1200 square feet of floor space, about 65% is de- 
voted to the display of RCA Victor, Zenith, Du- 
Mont and Westinghouse TV set. 

In selling these four brands, however, he 
definitely de-emphasizes table units, never hav- 
ing more than two table models on the floor 
any time. 

“At best table units selling for from $190 to 
$230 are not too profitable,” insists Prisco. “This 
means they’re selling for about 20% above 
cost. You can’t do that and still give my kind 
of service.” 

For that reason, Prisco has relied on portables 
as promotional units. They don’t require an ex- 
tra man to make deliveries and service pickups. 
Most of them go right into the customer’s 
car. And Prisco finds they’re seasonally good in 
the spring and at Christmas. About 95% of his 
TV business is in consoles ranging in price from 
$300 to $340. 

Prisco has become so legendary about his 
personal service that he incorporates it into 


TRADES ARE ACCEPTED and allowances, off selling price and not list, run up 
to $15. These used sets are then wholesaled in batches to various buyers in New 
Haven. Here Prisco counts out an outgoing batch. 


MASS SIDEWALK DISPLAY suggests discount house. Actually, Prisco keeps his 
margins well above the 18% over cost of discounters, but not so high as to 





selling on the floor. A customer will complain 
that his price is $28 higher than what a com- 
petitor is charging. 

“But look what we offer you,” says Prisco. 
“We give you the option of change. In other 
words, we’ll deliver your set with the under- 
standing that if within one week it’s not what 
you want, we’ll exchange it for you. We also 
offer you the set on a 90-days for cash arrange- 
ment. In other words, you have 90 days to pay 
for the set without interest. And we give you 
six months free service.” 

In most cases, insists Prisco, customers pay 
the difference when they see what they’re get- 
ting for their money. 


Be tough on trades. Prisco follows what may, 
seem to other dealers a ruthless policy on trade- 
ins. In making allowances toward new sets, 
Prisco will keep his quotes very tight. He ac- 
tually allows anywhere from $5 to $15, with 
10- and 12-inch sets in the lower ranges, This 
quote on the trade is not:on list price, but on 
Prisco’s actual selling price. 

“Naturally, if we were quoting list,” says 
Prisco, “our trade quota would run as high as 
$60 or $70, as some dealers do. But we insist 
on knowing whether a customer wants a price 
with, or without an old set, before we quote 
any prices. Then we use the $5 to $15 range if 
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By JOHN A. RICHARDS 





“A GOOD SERVICEMAN can complete most of his calls in the home with a 
tube caddy,” says Sal Prisco. “Not more than 5% of our TV set repairs are 
brought into the shop.” 


a trade is involved in the particular deal.” 

What does he do with these traded sets once 
a sale is behind him? 

“We wholesale over 90% of our trades,” 
says Prisco. “We sell them to various service- 
men about town. They bring $10 to $15, usually. 
Sometimes they sell for as low as $5.” 


Keep the personal touch. “We don’t mind losing 
sales, but we do mind losing customers.” 

With those words, Sal Prisco sums up his 
current philosophy, unchanged since he vowed 
to follow such a course four years ago. Today 
it shows in his one-price policy—insistence that 
every customer get the same treatment. It shows 
in his six months free service program. It shows 
in his no C.O.D. for service and his open charge 
accounts. It shows in the courtesies he offers 
customers caught short with inoperative sets— 
the way he invites customers to call him up at 
home and then loans them portables to use 
while their sets are being repaired—fast. 


“What I am after,” admits Prisco, “is to create 
that intangible thing called good will. Where 
there is any question, I always give the cus- 
tomer the benefit of the doubt. And I worry 
more about losing a customer than about losing 
a sale.” 





“WE’D RATHER LOSE A SALE THAN LOSE A CUSTOMER,” is a Prisco Electric 
motto. Six months free service policy, open accounts, no C.O.D. on service and 
loaning portable sets are some of Prisco’s personalized services. 
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DISTRIBUTOR NEWS 


Hahn 
of Maytag 


Jensen 
of Maytag 


McDuff Appliance Co., Jacksonville, 
Fla., has started construction on 
a  50,000-square-foot warehouse, 
which will cost more than $300,000. 
Some features: railroad trackage to 
handle five cars at once, 90 feet of 
truck loading space, a 6,000-square- 
foot parts department and an 
8,000-square-foot service depart- 
ment, complete with painting and 
refinishing shops. 


Raymond V. Hahn Jr. has been 
named president of the Maytag 
West Coast Company, succeeding 
his father, Raymond V. Hahn Sr., 
who is retiring. Andrew F. Carty, 
company treasurer also is retiring 
James W. Jensen will replace him. 


A new electronic heating unit will 
be distributed in New England by 
Solaray of New England, Inc., a 
new wholly owned subsidiary of 
Vetter & Williams, Inc., Boston 
wool dealers. The product, known 
as Solaray, heats objects directly by 
radiation rather than heating the 
atmosphere. This, according to the 
manufacturers, makes it suitable for 
outdoor as well as indoor uses. 


In Houston, Ochterbeck Distribut- 
ing Co., Inc., has established a new 
division, the S-C Auto Radio Dis- 
tributing Co., which will handle 
Stromberg-Carlson auto radios in 
south Texas and Louisiana. 


Hoffman Sales Corp. of California, 
a subsidiary of Hoffman Electronics 
Corp., has a new general manager. 
P. L. Henry has succeeded John B. 
Chadwell, who resigned. 


Add Gibson to the long list of com- 
panies giving extra emphasis to 
dealer training. It will soon begin 
a series of coffee and donut break- 
fasts for key distributor personnel. 
The prometional pitch—made with 
flip charts—will cover air condi- 
tioners, the “frost clear’ refrigera- 
tor and advertising plans. Distribu- 
tors will use the same pitch—dif- 
ferent coffee and donuts—at break- 
fast sessions with dealers. 


Land-C-Air Sales Co. has moved 
main offices to 76 Main St., Tuck- 
ahoe, N. Y. Old headquarters were 
at 140 Marbledale Rd. 


Raybro Electric Supplies, Inc., Flor- 
ida distributor, has made several 
changes in its key personnel. 
Charles F. O’Neill has been ap- 
pointed assistant manager of the 
Jacksonville office. William Marley 
succeeds O’Neill as Orlando branch 
manager. And William Perez is the 
new manager of the Clearwater 
branch. 


The Capehart Corp., manufacturer 
of sterephonic radio-phonographs 
and television, has appointed the 
Capehart Chicago Distributing Corp. 
exclusive Midwest distributor. 


Steel Strike Promotion 
Worked in Mining Area 


Van Zandt Supply Co., Hunting- 
ton, W. Va., is in the heart of the 
steel and coal producing country. 
Yet it launched a successful 49- 
county RCA Victor “week” during 
the lengthy steel strike. 

“Success” in this case didn’t mean 
on-the-spot sales. That’s not what 
Van Zandt was aiming for. What 
it wanted—and what it got—were 
fattened prospect lists, increased 
dealer store traffic, and consumer 
awareness of RCA’s 1960 lines. 

Some details: RCA Victor mer- 
chandise prizes worth over $5,000; 
consolation prizes of 10% discounts 
on RCA Victor merchandise listing 
for over $200; newspaper, TV ads. 
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DISTRIBUTOR APPOINTMENTS 


TWENTIETH CENTURY WOOD- 
WORKING CO., INC.—George 
Fass Co., Brooklyn, N. Y.; Mor- 
ton L. Friedman, Chicago; Ted 
Sharaf Assoc., Hollywood, Fla.; 
E. P. Yarussi Co., Pittsburgh; 

. Forrest J. . Carleen, Mound, 
Minn.; Paul W. Nief, Westport, 
Conn.: Logan & Logan Co., San 
Francisco; Arthur K. Elliott, 
Kansas City; Hal Blumenstein, 
Philadelphia. 


LEWYT CORP.—Samuel Jacobs 
Distributors, Philadelphia. 


A. C. WEBER CO. (American dis- 
tributors for Pfaff sewing ma- 
chines)—B & B Distributors, 
McKinney, Tex. 


CHRYSLER AIRTEMP—fFor room 
air conditioners: Wells-Jordan 
Distributing Co., Kansas City; 
Penn Appliance Distributors, 
Inc., Harrisburg, Pa.; Bogen, 
Inc., Columbus, Ohio; Neel & 
Floyd, Inc., Memphis; Fraker 
Equipment Co., Knoxville, 
Tenn.; D. M. McCarthy & Co., 
Milwaukee; Engles Supply Co., 
‘Ft. Smith, Ark. For packaged 
equipment: Fraker Equipment 
Co., Knoxville, Tenn.; Neel & 
Floyd, Inc., Memphis; Climate 
Supply, Inc., Kansas City; Air 
Temperature Co., Grand Rap- 
ids, Mich.; Gundlach Distribut- 
ing Co., Richmond; Davison 
Associates, Inc., Toledo; C. Car- 
son Wholesale Dist., Detroit. 








the big name 


for 60 


t 


> PRODUCT 


i 


coca 














FEBRUARY 8, 1960 


Admiral Corp.—William S. Baltz 
has been elected vice president and 
general counsel of Admiral, suc- 
ceeding Frank H. Uriell. He has 
been with the company since 1953. 


Dorset-Rex, Inc.—George Wiese 
has been appointed vice president 
in charge of manufacturing for the 
Landers, Frary & Clark subsidiary. 
And Paul Curtis Jr. has been named 
vice president in charge of sales. 


Philco Corp.—R. J. Cherry has been 
appointed merchandising manager 
of refrigeration for the company’s 
consumer products division. He was 
formerly merchandising manager 
for electric ranges and room air 
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conditioners. In his new position, 
he will handle refrigerators, home 
freezers and room air conditioners. 

John L. Goldschmeding Jr. has 
been named merchandising man- 
ager for the consumer products di- 
vision’s electric ranges and Citation 
custom appliances. His appointment 
marks the growth of Philco’s elec- 
tric range business to full depart- 
mental stature. 


Whirlpool Corp.—Charles H. Spark- 
lin, company engineering executive 
and former vice president of the 
Birtman Electric Co. has retired 
from the company. He plans to en- 
gage in private practice as an en- 
gineering consultant. 





R. J. Cherry 
of Philco 


Goldschmeding 
of Philco 


Radio Corp. of America—John D. 
Walter. has been appointed man- 
ager, materials, in the RCA Victor 
home instrument division. He will 
direct the purchasing, material con- 
trol and production planning and 
control associated with the manu- 
facturing of home instruments. 





in freezers 


BEN-HUR 


Americas Finest: Ta 
PROMOTION i PROFIT 





QUEEN FOR A pay — \! /, 


Ben-Hur sells for you WUD ~ 
on the daily TV show Y 
Queen For A Day. 


NATIONAL MAGAZINES — 
big two color ads in Sat- 
urday Evening Post, Look, 
Good Housekeeping, Par- 
ents’, Holiday, House & 
Garden, Today’s Health 
and Sunset. 


You can make more money selling 
Ben-Hur because . . . Ben-Hur 
freezers are a big ticket item... 
Ben-Hur is priced for profits .. . 
Ben-Hur is promoted for sales... 
you have more features to sell... 
you have increased turnover . . . and 
you get more to help you sell... . 
with the biggest hard-sell 
promotional package in the 
industry. 





MERCHANDISING KIT 
—a complete package 
of powerful hard-sell 
displays ... attention 
spots... mats... etc. 


RADIO AND TV — filmed 
TV commercials and ra- 
dio jingles . . . suggested 
radio spots for use in your 
local promotions. 





BEN-HUR MOVIE TIE- 
IN —acomplete pack- 
age of material for 
tie-in locally with the 
Movie Ben-Hur. 


LOCAL PROMOTIONS 
— that create more 
store traffic, more 
freezer sales. 








DEALER DISTRIBUTOR CONTEST 
— you can win an all expense paid vacation for two to Mexico, 
Las Vegas or Nassau . . . plus 500 other big prizes! 















TEAR OUT THIS COUPON...AND MAIL IT TODAY! 


my" 
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M. Bartlett 
of G-E 


G. H. Neilson 
of G-E 


Shure Bros., Inc.—F. James Short 
has been named director of person- 
nel for the Evanston, IIL, -manu- 


facturer of microphones, phono- 
graph cartridges and_ electronic 
components. 


Kelvinator Division, American Mo- 
tors Corp.—Douglas A. McGregor 
has been elected to the new posi- 
tion of comptroller for Kelvinator 
International Corp. He will coordi- 
nate the accounting activities of 
foreign licensees and subsidiaries. 


General Electric Co.—Five men 
have .been appointed to positions 
in the recently established audio 
products section of the company’s 
radio receiver department. Mar- 
shall Bartlett Jr. will be marketing 
manager; George M. Miesenhelder, 
manager of finance; Will M. Quinn 
Jr., manager of engineering; Wil- 
liam B. Scott Sr., manager of manu- 
facturing; and Marshall H. Terpen- 
ing, manager of employee and com- 
munity relations. 

And three men have been ap- 
pointed to marketing positions in 
the company’s clock and timer de- 
partment. George H. Neilson is the 
new clock sales manager; Morris 
W. Wilson, product planning man- 
ager; and James A. Robertson, 
product service manager. 

In the automatic blanket and fan 
department of the company’s house- 
wares division, four regional sales 
managers have been named. The 
men and their territories are: John 
B. Brawley, northeastern; Robert 
R. Foster, southeastern; James A. 
Riddell, midwestern; John T. Casey 
Jr., western. 

And in another G-E department, 
television receivers, three men have 
been appointed regional merchan- 
dising managers. They are: H. W. 
Bracken, with headquarters in At- 
lanta; Jack L. Hunter, in Syracuse; 
and W. S. Lowry, in San Francisco. 


Quickfrez, Inc.—Jerry Webster has 
been named western regional sales 
manager for the company. He was 
with Whirlpool and Ben Hur. 


Westinghouse—W. Nelson Abbott 
has been promoted to merchandise 
manager of the company’s room 
air conditioner department. 





Chrysler Atrtemp—Lawrence H. 
Baker has been appointed manager 
of branch sales for the division of 
Chrysler Corp. 


W. N. Abbott 


of Airtemp of Westinghouse 
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$1 Million in Gas Dryer Sales 


That’s the six-week target for 
what’s been described as “the big- 
gest sales campaign for clothes 
dryers ever organized by the ap- 
pliance industry.” 

The push began Feb. 2, will run 
through March 15. Parts of four 
states are in on it: Most of Arkan- 
sas, northern Louisiana, eastern 
Texas and southeastern Oklahoma. 


Running the show are two utilities 
and three Norge distributors. Around 
1,000 dealers are participating. 
Arkansas-Louisiana Gas. Co., 
Shreveport, and Fort Smith Gas 
Co., Fort Smith, Ark., are holding 
up the utility end. Graybar Electric 
Co., Inc., Little Rock; Intrasouth 
Distributing Co., Shreveport; and 


Sabine Supply Co., Dallas, are the 
distributors. 

Promotional advertising in 90 
daily and weekly local papers is 
rated at $325,000. All the ads carry 
dealer signatures. 


What’s in it for dealers? More than 
$65 a sale, according to a manufac- 
turer’s spokesman. And there’s very 
little work involved. All the dealer 
has to do is display the goods. 

The gas dryers, which would 
normally go for upwards of $190, 
are selling for $149.95. (Actually, 
they’re advertised for $159, but if 
the customer clips the ad and takes 
it in, he gets the reduced price.) 
Manufacturers hope these angles 
add up to a million bucks in sales. 
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Kelvinator Unit Sales 


24.6% Higher in 1959 


And 1959 totals for the entire 
American Motors Corp. showed 
even bigger gains. 

Net sales for the corporation and 
its subsidiaries were up 85% from 
fiscal 1958. The exact figures were 
$869,849,704, compared with $470,- 
349,420. 

The 1959 net profit of $60,341,- 
823, or $10.16 per share, compares 
to $26,085,134, or $4.65 per share, 
in 1958. 

AMC earnings in three of the 
four 1959 fiscal quarters were sub- 
ject to income taxes. But no taxes 
on income were necessary in 1958 
because operating losses from pre- 
vious years were carried forward. 





once your customers try 


PENTRON 


they buy PENTRON! 


We're making it easy with a 





Ask your PENTRON distributor or write the factory for details 
about the complete consumer promotion package 







PENTRON: 


TAPE RECORDERS. 


777 S. TRIPP AVE. 
Canada: Atias Radio Ltd., Toronto 


PENTRON e 


and “707 JET-PACK” deal! 





Triumph Model XP-60 


* CHICAGO 24, ILLINOIS 





WIN A TRIP 


/07 JET 


Take off with the com- 
plete Pentron “Jet-Age” 
tape recorder line for 
sky-high selling. It's 
easy to qualify! 
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A Quick Check of BUSINESS TRENDS 


FACTORY SALES 
appliance-radio-TV index (1957 = 100) 


RETAIL SALES 

total ($ billions) 
-APPLIANCE-RADIO-TV 
STORE SALES 

($ millions) 

CONSUMER DEBT+-+ 

owed to appliance-radio-TV dealers 
($ millions) 

FAILURES 

of appliance-radio-TV dealers 
HOUSING STARTS 

(thousands) 

AUTO OUTPUT 

(thousands) 

PERSONAL CONSUMPTION 
EXPENDITURES 

for furniture-household equipment 
($ millions) 

DISPOSABLE INCOME 

annual rate ($ billions) 


CONSUMER SAVINGS 
annual rate ($ billions) 


LIVING COSTS 
index (1947-49 = 100) 


EMPLOYMENT 
(thousands) 








LATEST |Preceding] YEAR 
MONTH | MONTH AGO 
122 132 ° 
17.8 18.3 16.9 
347 346 315 
290 286 290 
16 30 23 
82.3 92.3 91.2 
174.0**) = 175.0") = -119.6** 
189+) 188+, 17.6+ 
335.1+) 3353+) 3204+ 
219+; 24.1+) 260+ 
125.6 125.5 123.9 
65,699 | 65,640 | 63,973 








THE YEAR 
$O FAR 
7.6% down 


(Nov. 1959 
vs. Oct. 1959) 


8.6% up 
(11 mos, 1959) 
10.5% up 
(11 mos. 1959) 


,No% change 


(Nov. 1959 
vs. Nov. 1958) 


146% less 
(12 mos. 1959) 


130% up 
(12 mos. 1959) 


45.4% up 


7.3% up 
(3rd qtr. 1959 
vs. 3rd qtr. 1958) 


46% up 
(3rd qtr. 1959 
vs. 3rd qtr. 1958) 


15.8% less 
(3rd qtr. 1959 
vs. 3rd qtr. 1958) 


1.4% up 


(Nov. 1959 
vs. Nov. 1958) 


2.6% up 
(Dec. 1959 
vs. Dec. 1958) 





*New index being used, Nov. 1958 figure not available at present. 
**Figures are for the week ending January 30, 1960 and preceding week (revised). 


+ Figures are for quarters. 
+-+Federal Reserve Bulletin figures (revised). 





A Quick Check of INDUSTRY TRENDS 


An up-to-the-minute tabulation of estimated industry ship- 
ments of 15 key products. New figures this week are shown in 


bold-face type. 


DISHWASHERS... 





FREEZERS... 





INCINERATORS.........._________.. 
RADIOS, Home-Portable-Clock...____. 
(production) 

RADIOS, Automobile (production)... 
TELEVISION (production) Re 20a 
REFRIGERATORS... 
RANGES, Electric—Standard..._.__ 
Built-in. 

VACUUM CLEANERS... 
WASHERS, Automatic & Semi-Auto. 
Wringer & Spinner... 
WASHER-DRYER COMBINATIONS 


WATER HEATERS, Electric (Storage) 


WATER HEATERS, Gas (Storage) 


Nov. 
11 Mos. 


Dec. 
12 Mos. 


Dec. 
12 Mos. 


Nov. 
11 Mos. 


Nov. 
11 Mos. 


Nov. 
11 Mos. 


*Week Jan. 22 
*3 Weeks 


*Week Jan. 22 

*3 Weeks 

*Week Jan. 22 

*3 Weeks 
Nov. 

11 Mos. 
Nov. 

11 Mos. 


Nov. 
11 Mos. 


Dec. 
12 Mos. 


Dec. 
12 Mos. 


Dec. 
12 Mos. 


Dec. 
12 Mos. 


Nov. 
11 Mos. 


Nov. 
11 Mos. 














1959 1958 % 
(Units) (Units) Change 
65,000 59,400 | +45.48 
510,600 | 369,200 | +38.30 
86,529 100,726 | —14.09 
905,192 | 823,522 | + 9.92 
48,104 47,944} +  .33 
476,583:| 378,676 | +25.86 
65,000 59,400 | + 9.43 
699,300 | 548,700 | +27.45 
64,900 91,300 - 28.92: 
1,142,200 | 1,035,300 | + 10.33 
3,700 4,600 | —19.57 
41,900 45,300 | — 7.51 
240,127 185,362 | +-13.68 
512,553 | 528516) — 3.02 
143,371 108,362 | +-32.31 
456,783 | 315,359 | +44.85 
141,303 112,762 | +-25.31 
383,791 327,774 | +-17.09 
265,900 | 245500} + 8.31 
502,400 | 2,829,800 | +23.77 
72,500 73,600 | — 1.49 
854,000 | 725800 | +17.66 
71,500 55,500 | +28.83 
685,300 | 484,700 | +41.39 
293,818 | 316,965 | — 7.30 
3,420,830 | 3,295,047 | + 3.81 
215,338 | 268,049 | —19.66 
2,934,073 | 2,781,038 | + 5.50 
48 898 62,471 | —21.73 
899,303 | 891,311; + .90 
14,341 21,662 | —33.80 
196,175 168,375 | +16.51 
29,100 65,100 | —55.30 
716,300 | 754,900 | — 5.11 
192,600 197,100 | — 2.28 
2,756,400 | 2,466,100 | +11.18 








*1960 vs. 1959 


Sources: NEMA,.AHLMA, VCMA, EIA, GAMA. 
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How About a Liars Club 
For Sales Managers? 


For a test of sheer inventive genius, there are few sports that 
can top what is perhaps the biggest indoor game played by the 
appliance industry today—‘“Beat Yesterday’s Figures.” 


To be a winner at the Beat Yesterday’s Figures game requires 
imagination which, at times, can scale poetic heights. 

Greater even than the expense account game, the imagina- 
tion needed to compete in this sport—particularly in the appli- 
ance distributor league—must be of a fertile, inspired type 
which can be developed only by arduous training. 

Even to be able to follow the BYF game requires a certain 
sophistication not needed to follow, for example, Wall Street 
quotations or baseball averages. 

The trouble with reading and analyzing, say, batting aver- 
ages is that the figures are accepted at face value. If Ted 
Williams is batting .311, then he is batting .311. There it is. 

Issuing a baseball statistic of this kind, or a stock market 
quotation, is like issuing a report on how an appliance company 
beat last year’s figures when it actually did beat last year’s 
figures. This is mere child’s play. 


The true test of an appliance sales manager in the PYF game 
comes when the company did not beat last year’s sales figures. 
Here, the resourceful appliance executive rises to meet the 
challenge. 

“Third quarter sales volume surpassed the volume for the 
same period last year,’’ begins the sales manager’s report which 
conveniently omits that for the year period the total volume 
is disastrously down from the year before. 

This, of course, is a relatively simple device. Find one period 
of the year that was better than last year and play it up. 

It becomes a little less effective when there is only one month 
out of the twelve when last year’s figures are beaten. But an 
imaginative sales manager can twist it around and make the 
report sound glowing—at least for the first five or six para- 


graphs. 


A sterner test can arise when it looks as though the company 
hasn’t even a single month that was better than last year’s. 
Faced with such a gloomy prospect, some sales managers have 
been known to hold back orders for four or five days and then 
put them in all at once to ring up “the biggest week of the 
last two years.” 

Then when the Boss bellows about the declining sales curve, 
the sales manager can always retort “Well we still had the best 
last week in June in the company’s history.” 

The Boss may not know whether it was the best last week 
in June or in the entire company history, but there is no harm 
in overstating the case in an underselling year, according to 
veterans at the game. 


Another favorite play of old-timers in the face of an adverse 
year is to Beat Yesterday’s Figures on the basis of a particular 
model of merchandise. If you can’t beat ’em on volume, beat 
’em on model, is the slogan of this strategy. 

“A new record in the sale of left-handed steam irons was set 
for this year, exceeding last year’s volume on this model by 
7,000%. 

“Despite a decline in the overall volume of the company, this 
new record ... etc.” 

Of course, last year there was only a half-dozen of this type 
steam irons sold in total. But that isn’t mentioned. 

Now, the sales manager has another comeback to the Boss. 
“Yeah! And what about the job we did on left-handed steam 
irons.” 


In the face of disaster, some of the older, more cunning players 
have been known to commit the heresy of playing it straight 
. well, half-straight anyhow. 

“Sales continue to decline BUT there is every evidence of a 
record sales year. Dealer’s inventories of Gedookus Gadgets are 
at an all-time low indicating a strong ‘open to buy’ position 
which could stimulate sales, etc.” 


I don’t know just how some of our better players at the BYF 
game would do against the experts in the Soviet Union. 
There, they play the same game but they do it with per- 
centages and quotas, mostly on the basis of a five-year plan. 
However, with five years to think up the wording of a report, 
I'd be willing to bet that some of our players would come up 
with some real whoppers. 


ABOUT THE AUTHOR—The creator of this column is a well-known distributor 


sales manager who, for obvious reasons, doesn’t want to be identified. 
His free-wheeling comments on the industry will appear here each 
month. 
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YOU 
CAN 
BE A 
NAUTILUS 
DEALER 
FEATURED 
IN 


March 21 i 7 


Cash in on the sure-fire promotion that brings NAUTILUS 
NO-DUCT HOOD customers right to your store! 


We’re putting a full-page ad in LIFE, March 21 (on newsstands March 18) 
to tell all America about the NAUTILUS NO-DUCT HOOD—the 
fabulous new appliance that banishes cooking odors, grease and smoke 
without vents or ducts. 


How do you get in LIFE? 


Just buy 6 NAUTILUS HOODS—any size, any model, any finish. Your 
firm name and address will be listed in the full-page LIFE ad—and 
prospects in your area will be directed right to your store. 


And you'll get... FREE!... 
e This traffic-stopping four-hood floor display: 
e Giant blow-up of LIFE ad. 


e Complete NAUTILUS merchandising material 
—window streamer, counter card, ad mats, etc. 


This promotion is sure-fire! 


Three small-space LIFE ads pulled 49,000 inquiries 

.and sold thousands of hoods! But thousands of leads were wasted 
because we couldn’t process leads fast enough. This new LIFE promotion 
is geared to bring prospects right to your door. It’s easy .. . it’s profitable 
... it’s sure to pay off for you! 





CASH IN! MAIL THIS COUPON TODAY! 


EM-LP-208 


Nautflus 


Major Industries, Inc. 
505 North LaSalle Street 
Chicago 10, Illinois 


Gentlemen: 

Please have a Nautilus distributor call on me so that I can select model, 
sizes and finishes of the 6 NAUTILUS NO-DUCT HOODS I want to 
order to get the free display and to have my name listed in the full- 
page LIFE advertisement on March 21. 


NO-DUCT HOOD’ 





*PAT. PEND. 

















Name 

Company 

Address 

City Zone State 











ELECTRICAL MERCHANDISING WEEK 


TAKING STOCK A quick look at the way in which 


the stocks of 50 key firms within the industry behaved 
during the past week, This unique summary is another 
exclusive service for readers of EM WEEK. 
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Weekly average for 50 stocks listed below 
34 
32 
_ OCT NOV.NOV NOV NOV NOV DEC DEC DEC DEC JAN JAN JAN JAN FEB FEB FEB FEB MAR MAR MAR MAR MAR APR 
SB te art nwaate FL B18 a4 8 8 ea 
STOCKS AND DIVIDENDS 1959-1960 CLOSE CLOSE NET 
IN DOLLARS HIGH LOW | JAN. 25| Feb. 1 | CHANGE 
NEW YORK EXCHANGE 
Admiral 29% Fy 20% 19 — 1% 
American Motors 2.40a 96% 25% 81% 78% — 2% 
Arvin Ind. 1B 36% 23% 25% 24% - i” 
Borg Warner 2 48% 37% 45 42% — 2% 
Carrier 1.60 48% 34% 38% 38% —- %&% 
Chrysler 1 72% 50% 62% 63% +1 
Decca Records 1 21% 17 18% 18% = 
Emerson Elec. 1.80B 80% 48% 74 66% — 7% 
Emerson Radio .20F 26% 12% 16% 16 -—- % 
Fedders 1 22% 16% 19% 18% sack. 
General Dy. 2 66% 427% 4814 47 —- 1% 
General Elec. 2 99% 74 884 87% sate 
General Motors 2 58% 45 50% 48% — 1% 
General Tele. 2.20 85% 60 79 76% — 2% 
Hoffman Elec. .60 37 22% 24% 25% + 1% 
Hupp CP. 36F 13% 5% 10% 10% aie. 
Magnavox 1 40% 32% 34% 35% + % 
Maytag 2A 44% 32% 425% 41 — 1% 
McGraw-Edison 1.40 48% 37% 43% 44%, + 1% 
Minn. Mining & Mfg. 1.60 182% 111% 164% 163% -—- % 
Montgomery Ward 2 53% 40% 48%, 45% — 3% 
Monarch 1.20 24 18% 18% 18% — 
Motor Wheel 1 23% 16 21% 21 —- & 
Motorola 1% 177 57% 156 154 ~ 
Murray CP 31% 25% 26% 26% — % 
Philco 4G 36% 21 30% 30% + % 
R.C.A. 1B 73% 43% 62% 60% — 2% 
Raytheon 3F 73% 43% 47 48 5 ie 
Rheem .60 30% 17% 24% 23% | — 1% 
Ronson .60 14% 10% 10% 10% na 
Roper GD 34 18 18% 18% —- 
Schick 17% 12 14% 15 + &% 
Siegler Corp. .10E 45% 23% 31% 33% + 1% 
Smith A.O. 1.60A 64 44y, 48% 47 - 1% 
Sunbeam 1.40A 67 50 59% 56% — 2% 
Welbilt .10G 8% 3% 6% 6% | — A 
Westinghouse 2.40 114 70% 102% 100% -— 1% 
Whirlpool 1.40 39% 28 34 30% — 399 
Zenith 1.60 136% 87% | 102% | 100 — 2% 
AMERICAN EXCHANGE 
Casco Pd. .30G 9% 4% 8% 9 + \&% 
Century Elec. 4% 114% 9% 9% 9% + % 
Du Mont Lab. 9% 6 9% 8% —- %% 
Herold Rad. 12% 5% 7 6% - % 
lronite .20 8%, 5% 7% 7% —- 
Lamb. Ind. 5% 3% 5% 5% —- & 
Muntz TV 7% 1% 6 5% —- % 
Silex 10% 2% 8% 842 —- %* 
MIDWEST EXCHANGE 
Knapp Monarch ~~ _ 4%, 4%, - 
Trav-ler Radio ~ — 9% 8% —- % 
Webcor 11% 10% —- %&% 

















A—Also extra or extras. B—Annuoal rate plus stock dividend. D—Declared or paid in 1959 plus stock 
dividend. E—Paid last year. F—Payable in stock during 1959, estimated cash value on ex-dividend 
or ex-distribution date. G—Declared or paid so far this year. T—Payable in stock during 1958, esti- 
mated cash value on ex-dividend or ex-distribution date. 





ANALYSIS: The weekly average est 
continued its downward trend. For 
the fourth week running the aver- 
age reflected the market’s continu- 
ing decline in prices. Of EM Week’s 
50 key firms, only 10 showed gains 


decline, dropping 7% points 
over the week. There has been no 
definite explanation given for mar- 
ket’s disappointing 1960 showing. 
Although some Wall Streeters are 
ascribing the continuing decline to 
over the past week. Siegler Corp., boredom, most experts are reserv- 
Hoffman Electric and McGraw-Edi- ing opinion. General Electric, with 
son were the leading gainers while its recent rocket experimentation, 
Emerson Electric showed the great- 


was among the most active stocks. 
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“Phil, we just got in a top brand TV that retails 


“. . , And on the local scene, the laundry strike which has for $119—would you like to take a look at it?” 


shut down all local laundries goes into its second week. 
Spokesmen say that management and labor plan no imme- 
diate talks.” 


















































“I’m Lew Connors—I’m building a 38 
unit luxury motel and I wonder if you 
sell in quantity lots...” 








“The city’s tearing it down for a public parking lot .. .” 
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ELECTRICAL MERCHANDISING WEEK 


THE ORDERS ARE POURING IN! RESPONSE TO OUR FIRST ADS TERRIFIC! 


LOBER GUARANTEES BIG POWER MOWER 
VOLUME T0 APPLIANCE STORES ! 





You, Too Can Enjoy Biggest Profits Ever! 


POWER 





MOWERS 


With pone vanes 


(Ex BESS Na SRL 


No Guesswork With 
* 4 LOBER Power Mowers 


LOBER GUARANTEES 
YOUR SALES! 
RISK OF LOSS IS ELIMINATED! 


SOAS SCA CEC SSS. 
EN LEAS 





SPECIAL ENGINE EXCHANGE* 


Mr. Buyer, Now You Can Assure Your Customers 
complete satisfaction at no loss to you! 
Every Lober mower transaction 
must be profitable to you! 

Inquire Now for Complete Details 





On This Revol y Engine Exchang 
~ A ~ a ne tai XR ESS Sy 
cA e. WS 
“Cees EN FRR ER DER BE 


Quality Mowers, 
Union Made 


MAIL COUPON NOW! 


M. LOBER & ASSOCIATES E-2-8 
7 Central Park West, N. Y. C. 23 


Gentlemen: YES! | want to order my power mowers, on your 


gucranteed sales basis, Rush me full details immediately! 
Nome..... Sere a a dae Fane bin Ware ab 5 

Firm 

Address. . 

Telephone Number 

City Zone State 


oS: Ae aOR: nea 


NOW! LOBER 
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NEW 


Super DeLuxe 


1960 POWER MOWER 


With Exclusive impulse Starter 
@ Big 25-inch (Swath Cut) 3 HP 
@ Big 22-inch (Swath Cut) 3 HP 


Class will tell! The orders are pouring in! 
Lober mowers are going out to appliance 
dealers by the truckload and the carload! 
And Lober’s merchandising program is 
bringing so many customers in, dealers 
are selling the mowers almost as fast as 
they can be delivered! And no wonder! 
We give you the same top quality and 
advanced features as the “Big 4” nation- 
ally advertised power mowers! We give 
you unbeatable promotional prices! We 
guarantee your customers’ satisfaction! 
And we guarantee your sales, 100% ! So 
what are you waiting for — order now, 
and we'll grow rich together! 


WRITE, WIRE OR PHONE 


wm LC) 








Li 








You re sure to do 
volume. business! 


We Guarantee 
Your Sales! 



















Revolutionary Impulse Starter makes starting 
a mower easy as winding a clock! Press handle 
down and the engine starts! 








ONLY NEW 1960 LOBER POWER MOWERS 
GIVE YOU ALL THESE DELUXE FEATURES 


AT LOW PROMOTIONAL PRICES! 





Four edjustable 
eutting heights 





Firectone Semi-Pneumatic 
Tires. Giant 8” hermeti- 
cally-sealed double bal! 
bearing steef wheels 





| 


| = 7 
} 





Reinforeed corners New Silent Muffler | Start and Stop Gas 
Guarantee added cuts down irritating Throttle Control on 
rigidity and strength | noise | Chrome Plated 
| Handlet 








BRIGGS & STRATTON 


OR CLINTON 
WITH DELUXE | 
IMPULSE STARTER 








New Briggs & Stratton | Exclusive compression j 
or Clinton Powerful i springs on each axle | 
Premium Engines keep wheels in 


permanent alignment 





AND ASSOCIATES 


G. W. DAVIS menutecturers Since 1902 You've Got To Give The Best Quality To Be 


The Biggest Power Mower Manufacturer! 


The World's Largest Producers of Power Mowers Shipping Point: Richmond, Ind. 


7 CENTRAL PARK WEST, N.Y.C. 23, N.Y. 





SUdson 6-2117 


Shipments made within 5 days 
of receipt of your order. 

















